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A brand new idea in Display Lighting. 

, It fills the window with a flood of 
Window direct light having a powerful beam of 
Footlight reflected light in the center. A most 
effective unit for lighting your spring 

Displays. 





The effectiveness of your displays depends largely upon your 


> selection of the display lighting equipment. Even your 
tps best display is improved by proper lighting. . Plan 
as your spring displays NOW. We'll plan the 
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A Book with real 
decorative ideas 


Nothing like this has been published before. 


A new book—chock-full or REAL, ORIG- 
tiNAL IDEAS—on novel, attractive decora- 
tives for your windows, is now ready for 
distribution. 





Page after page of strikingly designed screens, 
placques, panels, special decorative furniture, 
flower stands, vases, lanterns and other novel- 
ties are shown. Many attractive, harmonious 
color combinations are suggested. 


Enough original ideas are advanced in this book 
to deserve your frequent and earnest study. 


This book will serve as a source of inspiration and 
help to you in making YOUR windows effective 
and out of the ordinary. It’s yours for the asking. 


SEND COUPON FOR YOUR COPY TODAY 


L. Baumann & Co. 


357 W. Chicago Ave. Chicago, Ill. 


L. Baumann & Co., ! 
357 W. Chicago Ave., I 
Chicago, IIl. | 
Gentlemen: 
Please enter our name on your list for a free | 
copy of your Book of Decorative Effects. I 
| 
| 
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More than Twelve Thousand 
Gordon Books In Use 





BECAUSE Wm. Hugh Gordon’s “Lettering for Com- 
mercial Purposes” gives the letter-craftsman Just 
the practical help and assistance he needs and ap- 
preciates. It is written in supremely simple style. 


BECAUSE it is thorough and complete, carrying a 
world of information that holds and thrills the 
seasoned artist as well as the student. 


BECAUSE it is modern, containing page after page 
of new and practical letter styles and combina- 
tions, a guide from fundamentals to finish, inspir- 
ingly beautiful and always thoroughly practicable. 


BECAUSE in its text it gives substantial, worth- 
while, practical professional information, gleaned 
from twenty-five years experience in various 
branches in the field of lettercraft. 


BECAUSE it is a book one lives with, the prized 
book of modern instruction for the card writer, 
poster artist, displayman and lettercrafter. Gor- 
don’s book is as enduring as his art. 


CHAPTERS 


Modern Lettering—Classification of Letters and Types— 
Some First Principles in Lettering—Brushes and Pens for Let- 
tering—The Potentiality of a Show Card Writer’s Brush—First 
Principles in Show Card Writing—Arrangement and Balance in 
Show Card Lettering—Diagrammatical Analysis of Letters— 
Rapid Single and Double Stroke Numerals—Economy of Motion 
as an Aid to Speed—Modification of Type Faces Adapted to 
Brush Work—Italics for Speed Lettering—Speed Limit in Let- 
tering Show Cards—Fundamentals of Speed Work—‘Poster 
Styles” of Lettering—New Alphabets vs. Old—The Show Card 
and the Show Card Man—Illustrative Stunts for Show Cards— 
Motion Picture Titles and Their Preparation. 





Bound in blue Vellum DeLuxe Cloth, Cover Stamped in 
Gold—220 Illustrations, over 100 of them page 
alphabet plates 


When orderedin 
$ 5 PER Combination with a BOTH $ 50 
COPY year’s subscription to FOR ” 


The Display World. 
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A Policy of Advancement 







Fe le substantial editorial policy of The DIS- 
ai PLAY -WORLD, asserting itself in the inter- 
Mas | est of the displayman and advancement of the 
and practice of mercantile display has brought en- 
thusiastic expressions of support from hundreds of dis- 
play managers. 

The progressive and constructive criticisms made 
in each issue of this publication are opening new. chan- 
nels of display development. Criticisms that do not 
tear down, but, on the contrary, supply a constructive 
suggestion and prescribe the remedy for evident de- 
fects in the general display plan, have aroused the 
active interests of not a few exponents of the profes- 
sion, who had been unconcerned in the possible ad- 
vancement of the art or the success of their co-workers 
in it. 

The DISPLAY WORLD is unconcerned in prob- 
lems that existed a decade ago, and draws from them 
only those elements that may be successfully employed 
in the present plan in building for the future. The 
display profession is moving onward, and it is in the 
steady and speedy advancement that The DISPLAY 
WORLD'S energies will constantly and decisively as- 
sert themselves. 

Advancement in any profession or endeavor is only 
possible with a growing knowledge of it, and it is 
through education in the art and practice of display 
principles that The DISPLAY WORLD is serving in 
the accomplishment of this progress. Making this ser- 
vice, this assistance, possible, are the many specialized 
authorities contributing to the publication, who each 
month present new developments, new creations of 
their skill. It is these specialized, authentic contribu- 
tions, studied and analyzéd by ambitious members of 








the profession, that result in greater display skill— 
more genius—with the resultant development of the 
art and a more generally artistic application of its 
principles. 

In fulfilling this campaign of display development 
we realize that to conform with the idealistic principles 
as set forth in the platform of The DISPLAY 
WORLD a certain code of requirements must deter- 
mine the selection and presentation of editorial and 
reader content. Consequently, only the articles and 
discussions of displaymen, and those especially and ex- 
cellently equipped to write authoritatively, are pre- 
sented in our columns. Readers of The DISPLAY 
WORLD are regularly given the best the display pro- 
fesion affords, and no article is presented as authority 
unless it expresses the thought of a recognized master 
in the field or profession concerning which he writes. 
Any one can be an exclusive writer, but not all are 
gifted with the genius, that skill, distinguishing one as 
an authority. 

The publishers take pride in directing especial at- 
tention to the artists contributing to this issue. Every 
one is a skilled exponent of national importance ; every 
one a specialist whose accomplishments have designated 
him as an authority. We are sure that a publication 
supported by such outstanding masters as represented 


«between the covers of this issue is contributing mate- 


rially to display advancement. 

We are positive that the contributing artists are 
doing an educational work of inestimable value, and 
that those who avail themselves of the educational fea- 
tures, the results and observations of years of constant 
application, are destined as the display leaders of an- 
other day. e 
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Decorative Fabrics of Distinction 


Regence Silk Plush 


Regence Supersilk Plush 





Regence Calcusilk 





Regence Corduroy 





Regence Velvoreen 





Regence Silk 


Velour 





High quality brilliant lustre for dis- 
play purposes unequalled. A staple 
decoration for windows in 30 colors. 


Widths 24, 36 and 50 inches. 


A beautiful innovation in brocaded 
design made in 30 colors to match 
our Regence Silk Plush. Widths 24, 
36 and 50 inches. 


A rich grosgrain faille in lustrous 
colors of one and two tone. Adapted 
especially for draping and window 
trimming in 20 colors to harmonize 
with any color scheme. Width 50 
inches. 


In 20 colors of light and dark shades. 
Widths 32 and 34 inches. 


The new non-fade drapery of excep- 
tionally high lustre. This material 
hangs in soft luxurious folds. Par- 
ticularly adaptable for a background 
where inconspicuous splendor is de- 
sired. Excellent for puffing in men’s 
forms. Made in 10 colors. Widths 
36 and 45 inches. 


Silk velour in 20 colors. Width 50 


inches. 


The Regence Line is carried by leading fixture houses in the United States and Canada 


CALCUTTA BURLAP COMPANY 


Incorporated 


17 MADISON AVENUE - 


- NEW YORK CITY 
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Featured in This Issue 





| ee? 

‘a ra WORLD are articles and discussions by such 
| =| luminaries of the display profession as Jerome 
A. Koerber, J. Walter Johnson, J. Duncan Williams, 
Henry Sherrod, N. W. Townsend, B. A. Rainwater, 
Ellsworth H. Bates, E. H. Leaker, and Wendell I. 
Phillips. 

Never before in a single issue of any publication 
issued in the interest of mercantile display has such a 
galaxy of specialized stars of the profession been rep- 
resented. Indeed, it would be difficult to select a group 
of authorities of greater prestige and importance than 
the one including the artists contributing to this issue. 

Jerome A. Koerber stands undisputed as the world’s 
foremost authority on the subject of drapery and drap- 
ing, and has just contributed to the profession a master- 
ful illustrated text treatment on this subject. This 
great artist, a leader for more than a quarter of a cen- 
tury, is a regular contributor to this publication. 

The “master designer” fittingly applies to J. Walter 
Johnson, known wherever display is practiced as the 
foremost background designer in America. His artistic 
conceptions and pertinent advices will feature each 





issue of The DISPLAY WORLD. This month, Mr: 


Johnson offers a few background suggestions incor- 
porating the modern tendencies of theme and color. 

J. Duncan Williams is another authority whose 
work appears regularly in this publication, and display- 
men have at their disposal in Mr. Williams’ contribu- 
tions the work of an outstanding display artist, mer- 
chandise man and analyst of store problems. A promi- 
nent feature of each issue is Mr. Williams’ interpreta- 
tion of Chicago’s display creations. 

Henry Sherrod, nationally famed as a display man- 
ager, who has specialized in the study of ornamentation 
in display, in a series of twelve articles will present a 
wealth of valuable information upon one of the most 
important phases of the general subject, display. Mr. 


NEATURING this issue of The DISPLAY 


Sherrod’s introductory appears in this issue. 

Appreciating the importance of correct lighting in 
the successful and efficient operation of every store and 
window, we considered it necessary in our program of 
service to secure the knowledge of the best equipped 
expert in this specialized branch. We have it in the 
regular articles by N. W. Townsend, lighting efficiency 
engineer, The General Electric Co. 

Who is there to dispute our claim that B. A. Rain- 
water holds the honor position amongst present day 
show card writers? For years he has been conceded 
the leadership, and DISPLAY WORLD readers are 
fortunate in having at their command the knowledge 
of this recognized master. 

Ellsworth H. Bates is another, display champion 
contributing regular articles to The DISPLAY 
WORLD. In 1922, Mr. Bates was the winner of the 
highest honor attainable in the display field. Mr. Bates, 
in his series, introduces the valuable method of display 
assistance by explaining and illustrating each step in the 
successful accomplishment of selected displays. 

Then there is E. H. Leaker, one of the “great tri- 
umvirate” in the men’s clothing field, sharing honors 
as greatest clothing displayman with Harry C. Davis 
and J. Duncan Williams. Mr. Leaker’s articles are 
intensely interesting, and he shows how perfect cloth- 
ing displays are made. 

Other: artists and writers of national importance 
represented in this issue include Willard D. Hart, who 
reviews the New York displays; Dave E. Anderson, 
special Pacific Coast correspondent; Wendell I. Phil- 
lips, store architect ; S. Fisher, display service specialist, 
and H. H. Adler, fashion designer and colorist. 

The DISPLAY WORLD is proud of its corps of 
contributors. It is unmatched by any publication in 
the mercantile field and evidences the intention of offer- 
ing through its pages only the best the profession 
affords. 





——— 





Special Features for May—A big section devoted to department store displays, showing exam- 
pies of best window dnd interior displays. Articles on display systems and budgets. Also reg- 
ular features by country’s foremost artists of the profession of mercantile display. 
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EWELRY in the window can be effec- 
tively and attractively arranged on dis- 
play fixtures. 


Distinctive units help sell more mer- 
chandise, thereby increasing profits and 
helping to cut down general selling ex- 
pense. 


It is important that jewelry in the de- 
partments receive rapid ‘‘turnover’’—it 
needs an attractive setting to produce the 
desired results. 









Period Design Display Fixtures will 
assist you in bringing about the results 
you are after. Miniature Fixtures in 
Louis XVI Period Design—used in the 
units illustrated here—have paid for their 
original investment. 


Hugh Lyons & Company 


Lansing, Michigan 


SALES OFFICES 


NEW YORK 
35 W. 32nd St. 


CHICAGO 
217 W. Jackson Blvd. 
BOSTON 
52 Chauncey St. 
BALTIMORB 
1N. Eutaw St. 
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What I Think of Window Display 


Show window when properly valued by merchant and decorated by 
efficient display manager forms store’s best force in sales creation 


By GEORGE F. HULL 


HAT do I think of window display? Just this! 
fm) If that space called display space is given the 
attention it deserves, under the direction of a 
competent displayman, then it is the best sales force 
in the retail store. 

Much is covered in the expression, “the attention it 
deserves,” since before it can function to its greatest 
degree of efficiency there must 





President, Hull & Calnon, South Bend, Ind. 


is reflected at all times in the window showings. 
This function of display—the reflection of store 
policy and service—can be manifested in proportionate 
degree of success in small as well as large stores, and 
observation will prove that it is no longer only the big 
store that devotes attention to the display windows, 


‘ but the small stores as well. Indeed, there are today 


thousands of examples in display 


first be the proper appreciation This is the second of a series of perfection to be noted in the 
of the show window as an ele- merchants interviews on the store small shops. 
ment in sales making. And this owner’s appreciation of the show There are, I presume, many 
appreciation must be manifested window as an instrument in selling. merchants who are failing to 
by the store owner, by the store In this article Mr. George F. Hull, cash in on their display spaces, 
manager and by all department president of the successful organi- and a review of the business sec- 
heads. This appreciation does zation, Hull & Calnon, South Bend, tions of almost any town would 
not, of course, insist on an inti- Ind., tells why he values his win- indicate that this number runs 
mate knowledge of display or dows above all other forms of ad- into sizeable figures—far too 
display functioning, but it must vertising. Mr. Hull is a display en- great for these days of progres- 
be of that form that recognizes thusiast because display value has Sive business tendencies. 
the possibility of display in mod- been demonstrated to him. His While it has been argued that 
ern merchandising. windows are manifestations of his displays are rarely ever directly 
I suppose that I am just re- attention to this phase of selling. responsible for sales, I am con- 


peating what has been said thous- 
ands of times when I say that the store front is the 
public’s introduction to your store. It is a declaration 
of store policies and service, and as such can declare 
favorably or unfavorably. It can be made a distinct 
benefactor to the community in which it is located, or 
it can manifest an opposite effect. It will be noticed, 
no matter where one may go, the stores highest in 
esteem are those whose display windows ‘are interpre- 
tations of conservative art, correctly and pleasingly 
presented. 

Good displays evidence progressiveness—that char- 
acter that insists on those things of service which are 
offered in the interest of the public, and there can be 
no question of the public’s appreciation of this type 
of service. Good displays have a tendency to elevate 
prestige, and today the discerning and particular shop- 
per makes her purchases in stores where quality service 







vinced that the proponents of 
this theory are much at sea. If a display compels an 
uninterested woman or man to stop before a display 
window, and then proceeds to arouse an interest in the 
observer to the extent that he or she enters the store 
with the intention to buy, then it would seem beyond 
a question of a doubt that that display was the direct 
instrument of the sale. And it cannot be denied that 
thousands are in like manner stopped and made inter- 
ested every day, every hour. Any display that can 
gain this attention, and then arouse the buying interest, 
seems a potent factor of the direct type. 

Displays are also the indirect means of sales, and in 
this class are the window showings that attract atten- 
tion and register such an impression that the particular 
display is recalled later when the shopper is in need 
of the merchandise featured in this particular display. 
And I am inclined to believe that these favorable im- 
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Display by Frank Maxzvell for Frederick & Nelson, Seattle. 


pressions play a prominent part in deciding where the 
purchase is to be made. 

Display is as important in the little store as it is 
in the big store; in the cigar store as well as the de- 
partment store, and from personal observation I find 
little variation in display principles. The first essential 
must be attention-getting value, and this differs only 
in the means of application. Then there must be that 
ability to create interest, and here quality merchandise 
plus balance and arrangement plays its part. The de- 
gree of interest determines the action to follow. 

I do not suppose that even the most ardent sup- 
porter of mercantile display would disclaim the im- 
portance and efficiency of other forms of advertising, 


eT ee 





Note Excellent Posing of Figures 


and I cannot conceive of any advertising functioning 
in the interest of the retail store of more power than 
the judicious combination or collaboration of window 
display and newspaper. Personally, my decided indi- 
vidual preference is in support of window display, and 
I think the real power of display could be determined 
in so far as its appreciation by merchants is concerned 
through the application of Mr. J. D. Williams’ test to 
the Ontario merchants. This test involved the ques- 
tion: “If you were forced to give up all forms of 
advertising save one, which one would you keep?” 

My answer to that question evidences my apprecia- 
tion of display as the greatest sales factor. I dare say, 
few progressive merchants will disagree. 


<> W100 100 


LIGHTING EFFICIENCY BOOSTS 
WINDOW ATTRACTIVENESS 


In an endeavor to formulate definite rules to assure 
the most efficient and at the same time most economical 
use of artificial light in store windows the Illuminating 
Engineers society has just completed a comprehensive 
study of that subject. Investigators made tests and ex- 
aminations during fifty periods covering all hours of day 
and night, during time when from 600 to 4,400 individuals 
an hour passed the windows under observation. 

Two fundamental rules were involved. The first was 
that the greater the illumination of a window, the greater 
was its attraction for passersby. The second was that the 
later the hour, the greater was the drawing power of any 
given degree of lighting. Colored lights made to har- 
monize with the display in the windows, were found to be 
40 per cent more attractive than plain lights of the same 
intensity. The attraction was measured in the number 
of persons who stopped to look at the windows. 


BIRMINGHAM HAS LIVE LOCAL 
—DEMONSTRATIONS FEATURE 


Demonstrations have been scheduled for all meetings of 
the Birmingham Association of Display Men, recently or- 
ganized. At the last meeting of the local three instructive 
demonstrations featured and proved of such educational 
value that the unanimous expression of the members pres- 
ent demanded that demonstrations be prominent in the 
programs of all future meetings. 

Harry Weaver, display manager for Black’s, demon- 
strated how to maintain color harmony in a shirt display. 
John Friedman, display manager for Pizitz, presented a 
series of lessons in draping with uncut materials, and Bob 
Clark took for his subject, “How to Make Men’s Clothes 
Create the Desire for Ownership.” 

The officers of this live local are: President, Ray 
Williams, Loveman, Joseph & Loeb; vice president, Robert 
Clark; secretary, John Monteabaro; treasurer, Joseph 
Apolinsky. 
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Displays Assume Burden of Expansion 


Program of trade development of the Irwin store considered easiest of 
accomplishment through maximum efficiency of window displays— 
Executive lauds power of vizualization in sales-making 


Ze Y N especially powerful tribute to the power of 
raN window displays in sales making can be found 
| in the present activities of one of the country’s 
best known organizations operating a group of highly 
successful specialty stores. This high-powered organi- 
zation, one of the strongest of its kind and doing a 
business running into millions of dollars, has seen its 
business grow by leaps and bounds within recent years. 

The problem of holding old customers and gaining 
a gradually increasing clientele was assured by its value- 
giving policies, but how to attract the constantly in- 
creasing range of buyers, those that are continuously 
seeking a store of service that would satisfy them so as 
to impel a continued satisfactory patronage, was the 
all-absorbing problem. In other words, this organiza- 
tion wanted a bigger percentage of new business, and 
finally came to the conclusion that through the show 
window was this to be most easily accomplished. Ac- 
cordingly the word went out that the window displays 
of the organization were to be made to shoulder the 
burden of this accomplishment, and each store was 
given a wide latitude of responsibility in carrying out 
the new program. 

As a result, a striking transformation has taken 











Section of Irwin’s Window Showing Effective Employment of New Display Properties 


place at the store of Irwin’s, Cincinnati, where is now 
to be seen one of the most effectively beautiful store 
fronts in the Queen City. The evolution which has 
taken place affords an indisputable endorsement to the 
value of display and evidences a progressive store spirit 
excellently functioning in the interest of this store’s 
great clientele. 

Irwin’s is one. of the six high grade ready-to-wear 
stores controlled and operated by the Kline Service 
Company, with headquarters in New York. The other 
stores are located in Detroit, Kansas City and St. Louis. 

The Irwin store has always been recognized as a 
reliable, progressive institution where quality values at 
right prices maintained ‘for it a big volume of the city’s 
patronage. Service facilities were ever modern and 
always maintained for the convenience of the shopping 
public. The same high code of business ethics guided 
the policies of the executive offices and the daily rou- 


tine of the clerking forces. Honesty characterized all 


advertising, and satisfaction of an Irwin purchaser was 
a fundamental in every transaction. 

Yet, with all of these policies and facilities designed 
in the interest of its patrons, Irwin’s had for some time 
been content with an ultra-conservative policy concern- 
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Effective Clothing Grouping by E. H. Leaker for Henry C. Lytton & Sons, Chicago 


ing its show windows. Displays were utilized, to be 
sure, and the merchandise showings compared favor- 
ably in quality with those of the other stores in the 
city. But, there was not the same progressive policy 
in evidence here that characterized the other depart- 
ments and facilities of the institution. 

The constant effort to better store service eventually 
suggested the fact that, while the store front was of 
good character and the displays better than ordinary, 
there was still room for improvement. It was here 
that the store introduced itself to the prospective cus- 
tomer, and it was here also that old -customers were 
prone to look for new suggestions. It was reasoned 
that any expenditure that would tend to better serve 
old customers and create a more favorable impression 
on prospective customers, would prove a wise invest- 
ment; and granting the substantial truth of the deduc- 
tion, a plan was ‘formulated that would bring about a 
more complete functioning of the store front along 
lines in perfect harmony with the store’s general policy 
of service. 

To obtain the effects such as had presented them- 
selves as possible of attainment to J. A. Strider, mer- 
chandise manager of this store, it was necessary to 
analyze the complete operation of the departments un- 
der which direction the windows functioned, realizing 
that if window efficiency was to be increased there 
must also be an according improvement in display fa- 
cilities. There was the important consideration of dis- 
play equipment, including forms and figures, fixtures, 
card-holders, furniture pieces, etc. Then, too, was the 
matter of providing the display manager with the neces- 
sary equipment, space and assistance, if these displays 
were to evidence their value in maximum operating 
efficiency. 


The program of store expansion made necessary by 
the orgeiization’s constant campaign for new patrons 


demanded a more spacious department for the accom- 
plishment of display plans, and, this fact appreciated, 
little time was lost in providing ample space and needed 
facilities for most efficient operation. The space for- 
merly at the disposal of the display manager was en- 
larged three-fold and moved to the top floor, where 
plenty of natural light is available. Display tables were 
installed, and bins for fixtures, and cabinets for forms 
and figures provided. An according improvement was 
made in the facilities of the card writing department. 

The display department enlarged and _ newly 
equipped with necessary properties, attention was given 
to window needs, and here the progressive organiza- 
tion policy asserted itself in the purchase of a series 04 
new forms and wax figures, a selection of special dis- 
play pieces including benches, tables, lamps, fountains, 
and finally, new fixture equipment for the complete 
series of windows. 

To appreciate the transformation that has been 
brought about in the window front of this store, one 
must view the present displays, showings that distinct- 
ively substantiate the theory that “goods well displayed 
are half sold,” and evidence clearly the importance of 
appropriate display equipment. The new Irwin win- 
dows form a fitting tribute to the wisdom of the oper- 
ating officials of this company, manifested in the strin- 
gent support of the policy of appropriate window dis- 
play. 

One of the most enthusiastic in his appreciation of 
the value of mercantile display: as a force in sales- 
making is J. R. Berkson, operating manager of all of 
the stores under the Kline organization. Mr. Berkson 
is a constant observer of what progressive display man- 
agers are doing, and has a good fund of valuable ideas 
of his own which are being constantly applied to the 
profit of the Kline Service Company and benefit and 
service to its multitude of. satisfied customers. 
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THE DISPLAY WORLD 


Display Idea Plus Right Equipment 


No plans for store operation complete that fail to include ample 
consideration of window and store display properties 


By WENDELL I. PHILLIPS 


Store Designer, Boston, Mass. 


UNDREDS of successful retail merchants owe He was a believer in advertising; he supported all 

their extensive patronage to foresight—that civic movements and was considered popular socially 
Xe vitally important element in business ability. by all classes, and he took active part in commercial 
Thousands have become successful as a result of sug- affairs of his city. In fact, Hartnett was a distinct ad- 
gestions from the outside, and a brief reference to a junct to his city, socially and in a commercial sense, 
merchant in a small Rhode Island city will illustrate yet this evidently progressive merchant was not making 
just how these suggestions may unfold tremendous good—in spite of his popularity, his reputation for 
possibilities. honest dealing and his store’s ability to give the latest 

This merchant, named Hartnett, for years had con- and best in fashions. 
ducted a women’s ready-to-wear store with no great Hartnett is still doing business in that town. He is 
success. In fact, about once each year Hartnett cast still active socially and commercially, but Hartnett’s 
out his line for possible purchasers of the business— store has changed considérably—in fact, he has a new 
not because he was financially equipped to retire, but one. A five-story building with two hundred and fifty 
for the one and good reason that he felt that the busi- feet of window space. Needless to say that somehow 
ness was not paying him a fair return for the energy Hartnett discovered a weakness, a deficiency that with- 
he expended in it. held from him this valuable patronage for so many 
Hartnett was considered progressive as progressive- ~~ years. 

ness goes in a small New England city, and, in fact, The evolution came, to use the words of the mer- 
made many journies to Providence and Boston solely chant, “as a result of a suggestion by a traveling sales- 
to study big league methods of merchandising. And in man.” Salesmen were not infrequent callers at the 
spite of this evidence to serve, his townsfolk followed Hartnett store; in fact, hundreds of them had been 
his example of regular big city trips, but they went to there and hundreds had taken for granted Hartnett’s 
buy, not to inspect or study. Now it happens to be a prosperity. One day, however, a salesman called who 
fact that Hartnett’s stock was extensive and varied in seemed to take an interest in the Hartnett store; he 
selection—no stock in town could compare with his evidenced a merchandise intelligence that interested the 
merchandise. His buyer had come to him from a store owner, and as a result was invited to the latter’s 
well-known Boston department store, and Hartnett was private office. It was this invitation that resulted in 
also right in his price markings. the locating of Hartnett’s “missing link.” 
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Excellently Arranged Main Floor of First-Class Women’s Specialty Shop 
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Interior of H. H. Sichel Store, Portland’s (Ore.) Smartest HabeMashery 


The selesman happened to be representing a well- 
known fixture house, and he had been thoroughly 
schooled in the principles guiding the operation of his 
employer’s business—service. This particular form of 
service included merchandising knowledge, and ability 
to discuss intelligently the general essentals in retail 
merchandising. True, this man represented a manu- 
facturer of store and display fixtures, but his product 
was sold as a means to an end, and the object in view 
must first be sufficiently important to gain interest 
before the incidental means could be applied. 

Omitting the details of the conference and recom- 
mendations, this particular salesman sold Hartnett on 
the idea of better displays, displays that would an- 
nounce effectively the fact that Hartnett’s merchandise 
was the finest designed and fashioned, and that it 
could be purchased at the same figure asked in Boston 
and Providence. Hartnett’s windows had never func- 
tioned properly, and his window space was not suffi- 
cient for a respectable showing of merchandise such as 
he had in stock but concerning which the great per- 
centage of shoppers knew nothing. 

Then too, first class merchandise needed appro- 
priate atmosphere inside the store. Needed attrac- 
tive, dust-proof cabinets, etc., things which Hart- 
nett evidently overlooked or considered of no great 
importance. 

The vital influence of store equipment in sales- 
making was also proved to the store owner by this 
salesman, and specific examples of successful instal- 
lations cited and illustrated. Evidently the sugges- 
tion that the windows must be made to invite an 
interest in the things on the inside was followed by 
the absolute necessity of the interior being in keep- 
ing with the high character of the newly contem- 


plated windows. Hartnett was progressive; he 
wanted to make his store a successful, outstanding 
institution in his locality, so he promptly adopted 
the suggestions of the salesman. 

Today this new store is doing a million dollar busi- 
ness and attracting customers from miles around. A 
display manager with three assistants is in charge of 
the windows, and no store in Boston or Providence is 
fitted with better fixtures and store equipment. Where 
did he buy them? Now who wouldn’t manifest appre- 
ciation for a suggestion that almost overnight turned 
a mediocre store doing about $200,000 into a million 
dollar institution ? 

This little incident evidences an actual employment 
of the sales policies such as outlined in the February 
DISPLAY WORLD, though in this case the salesman 
was selling store and window display fixtures. It is 
also an excellent example of fixture importance in 
modern merchandising. 





McMULLEN SHOWS SPRING STYLES 
ON MODEL CUT-OUTS 


L. A. McMullen, who directs displays for the Eastern 
Outfitting Company. Portland, Oregan, recently presented 
an excellent display of new spring frocks on composition 
board cut-outs, taking as model subjects well-known movie 
actresses. 





ALFRED MILLER NEW DISPLAY MANAGER 
FGR THE GORHAM COMPANY 


Alfred Miller, for some years engaged in interior dec- 
orating, is the new display manager for Gorham Company, 
New York. He succeeds Vinal L. Harned, whose un- 
timely passing is mourned by many Metropolitan display- 
men. Another death visited the ranks of Metropolitan 
displaymen when P. Leahy, display manager for D. Price 
& Co., Brooklyn, was summoned to the great beyond. 
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Increasing Sales in the Jewelry Store 


Modern display methods bring about evolution in jewelry windows— 


Special fixtures and decorations now employed to great advantage 
—A few successful displays by leading displaymen 





rr. P| O be generally recognized as the leading ex- 
(em) ponent in any phase of the art of mercantile 
"@_}} display is an honor that rarely comes to one, 
but there seems no one to dispute the claims of 
Display Manager Glick as the foremost displayman 
in the specialized branch of displaying jewelry. 

Mr. Glick is the display manager for C. D. Pea- 
cock Co., Chicago, and regular reports of State 
Street’s unmatchable creations are not altogether 
complete unless some mention is made of the Pea- 
cock windows. Peacock’s displays are the out- 
standing examples of jewelry display perfection, 
and what Mr. Fraser’s displays for Marshall Field 





Bead Display by W. W. Rowley, San Francisco 


& Company mean to the general display profession 
and department and ready-to-wear merchants just 
so much do Mr. Glick’s showings mean to jewelers 
visiting the Chicago market. 

This artist goes about his work of making 
jewelry displays not unlike any other displayman in 
the department or clothing store, and it is to this 
plan that, perhaps, considerable of his success is 
attributable. Whereas, too many jewelers are con- 
tent to rely upon a balanced presentation of trays 
filled with diamo. (s and rubies to attract the atten- 
tion, Mr. Glick proceeds along more modern lines 
and studies the contemplated showing from every 
angle. There is always a theme to his displays; al- 
ways a style of arrangement and a scheme of color. 
Never too much, never not enough, and always of 
personal appeal. 


Peacock’s windows are talked about—for the 
striking beauty and appeal they hold—and when 
jewelry display windows are so received, then they 
must indeed be of inestimable worth as advertising 
agencies. In these modernly progressive days trays 








Display by Morgan Jewelry Co., Lansing, Mich. 


of diamonds may still hold much of interest to our 
shopping public, but there is little to distinguish one 
tray from another and without that something, 
there is no forceful tie-up; nothing to firmly regis- 
ter or impress the fact that Jones’s had a better dis- 
play than Smith, or that Brown’s store evidenced 
a keener desire to serve than Black’s. The impres- 






A Few Hugh Lyons Jewelry Display Fixtures 
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sion that unmistakably links the display with the 
store is the one that counts; it is the one that in- 
fluences when the time comes to buy. 


It is right here that Peacock’s display manager 
is on his job. There is no city, state, national, or 
important social function that Mr. Glick allows to 
go unnoticed and on many occasions the entire 
series of twelve windows have been given over to 
educational features, but always are items from the 
store stock excellently and appropriately employed 
in conjunction. All of which brings us to the im- 
portant problem of what to use in a jewelry display. 


Manufacturers Lead in Development 


As they have been fore-runners in the develop- 
ment of all other lines of display endeavor, so have 
the manufacturers of fixtures, artificial flowers and 
decorations, comtributed greatly to the advance- 
ment in jewelry display windows. The outstanding 
examples in the field of jewelry display to-day, in- 
clude many items employed as embellishments in 
the showing of luxurious, priceless gems. Men of 
the old school scoffed the idea of adding flowers or 
any other form of ornamentation to the jewelry 
display, but the old school veterans are thinning 
out, and younger blood taking the reins in hand. 

Fixtures, on which to show jewels, watches, sil- 
ver and gold prices, etc., were too remote from a 
point of possible utility to even be granted consid- 
eration, yet to-day every up-to-date jewelry store 
has its fixture supplies just as the department 
store, the specialty shop and the haberdashery. The 











same can be said concerning artificial flowers and 
other forms of decoration. 

Attention is called to the third illustration on 
the preceding page. Here we have a few of the 
modern display devices for the proper showing of 
jewelry items. It will be readily noted that dignity, 
character and quality are blended into each display 
property in order that the fixtures may conform 
perfectly with the character of the items to be 
displayed. 

Jewelers’ displays need as much attention as any 
other and it will prove profitable to consider the 
possibility of increasing store patrons through the 
medium of window displays that leave an impres- 
sion—the favorable kind. 


Some Effective Displays 


The illustrations presented here show a variety 
of effective methods of displaying jewelry and lines 
carried by the jewelry store as well as jewelry dis- 
plays in the department store window. The first 
illustration introduces a striking display of pearl 
beads by W. W. Rowley, display manager for The 
Emporium, San Francisco. Silk plush drapes form 
the background while the floor is velour-covered. 
An ornamented marble fountain with pearls so ar- 
ranged as to carry out the idea of bubbling water 
formed the center of attraction. Strings of beads 
were also placed on the floor and on specially con- 
structed display boards. 

The second illustration shows a recent display 
by the Morgan Jewelry Company, Lansing, Mich. 
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Sale Display by Bert A. Smyser for Stone-Fisher Company, Tacoma, Wash. 
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The background in this display was a heavy fringed 
silk drape. A beautiful hand-carved screen formed 
the central feature of decoration with long strips of 
plush carelessly draped,over plateaus and around 
screen. Individual plush rugs were used to excel- 
lent advantage. 

The fourth display reproduced is by Bert A. 
Smyser, recently appointed manager of The Art 
Shop, Tacoma, Wash. The display presented here was 
made in a window of the Stone-Fisher Co., Tacoma, 
Washington. The occasion was a special sale on 
ear-rings. The color scheme was yellow and gold 
with a poplin pleated three-section screen serving 
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Jewelry Display by H. H. Cowan, Hugh Lyons & Co., Service Department, Lansing, Mich. 


as an excellent background. Details of this show- 
ing are easily to be noted and one will have little 
difficulty in judging the selling effectiveness of 
this display. 

The last reproduction shows a jewelry display 
arranged by H. H. Cowan, Lansing, Mich. Lacking 
the natural beauty of background and decorative 
appointments found in the modern, progressive 
jewelry store, this display evidences the limitless 
possibilities in displaying jewelry when special 
jewelry dsplay fixtures are employed. The display 
properties used in Mr. Cowan’s suggestion are man- 
ufactured by Hugh Lyons & Co., Lansing, Mich. 
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WINDOW DISPLAY OF “SHEEREST” HOSE 
PRESENTED BY FRANKLIN SIMON & CO. 


An unique display in the center of a hosiery window at 
Franklin Simon & Co., New York City, this week is at- 
tracting much attention. Upon a tiny raised platform two 
kneeling Oriental figures has been placed, and stretched 
across the space between them is the top of a pair of 
Van Raalte silk stockings, said to be the sheerest in the 
world, which are valued at $125. 

Displayed against a gray velvet screen is another jade 
colored hose which seems but a fluff os silk, while still 
another pair in beige color are tucked into a jade enameled 
Vanity case, about two inches in circumference. 


A card in the window says that these are the stockings 
recently shown at the National Silk Exposition, and gives 
apart of their history, which says that they weigh one- 
fiftieth as much as an ordinary silk stocking, which weighs 
two ounce’. Only one dozen of these stockings were man- 
ufactured, for which two week’s time was required. The 
silk is so fine that it measured 300,000 yards to the pound. 


FORTY DISPLAYMEN AFFILIATE WITH NEW 
CONNECTICUT ORGANIZATION 


Displaymen present at the perfection of the Connecti- 
cut Association of Displaymen, at New Haven, March 20, 
and affiliating as charter members are: 

F. J. Flynn, Hami!ton Co.; David White, Muhlfelders; 
Carl Walders, Hamilton Co; Philip Falade, Gamble Des- 
mond Co.; Elmer A. Blake, E. E. Longley Co.; Frank 
Attanasio, Shartenberg’s; R. J. Hammond, Crawford 
Plumber Co; Waldo B. Elsner, Eastern Sales Co.; H. 
Weltin, Mendel & Harris; A. Kikland, Mendel & Harris; 
Roy Spencer, Charles Pagu Co.; R. A. Baur, Winchester 
store, all of New Haven. Charles Prose, Curran Dry Goods 
Co., and A. Ficeto, Franken’s, Waterbury; Lawrence J. 
Nolan, Howard Barber, Derby; Joseph T. Mitchell, Por- 
teous Mitchell Co., Norwich, and Donald J. Lantz. 





Louis Engle, Buffalo, N. Y., has béen notified of his 
success in the national display contest conducted by the 
Olds Motor Works, Lansing Michigan. 








16 THE DISPLAY WORLD 


=<] 


=< 


S 


ex 




















<A 


My Dr's 


laying 
acionally Advertised Products 


><] 


<S 
Ea 














S< 








——< 


GA LMU UK 











Display Value in National Campaign 


How national advertisers employ dealer display helps to profit of 
manufacturer and dealer—Quality units considered necessary in 
effective displays—The sales value of an attractive package 


S]RESENTED on this page is an illustration of 
| a “Jap Rose Soap” display, supplied to dealers 
in this product, which was recently installed in 





by the James S. Kirk Company, Chicago. 

This unit proved so effective that the Kirk Com- 
pany have instituted a regular program of dealer co- 
operation, featuring the employment of display helps 
similar in character to the one shown here. Merchants 
having employed this setting took occasion to express 
their appreciation of 
this means of sales 
co-operation and ex- 
_pressly commented on 
the quality of the unit, 
with its ability to lend 
freshness to the store 
window. 

Before this display 
was issued a letter 
was directed to each 
dealer, advising of the 
great possibilities in 
appropriate use of the 
show windows, with 
several examples noted 
where merchants have 
materially increased 
their profits through 
an active appreciation 
of display value. With 
the letter went a col- 
ored illustration of 
the display setting 
which the Kirk Company have created for the dealer 
windows. Completing the plan were several valuable 
sales suggestions designed to tie up with the display 
showing. 

W. S. Allison, editor of the N. B. C., house organ 





“Jap Rose’ Display Distributed by James S. Kirk Co., Chicago 


of the National Biscuit Company, writes interestingly 
of the dealer co-operation extended by his company. 
He says: 

“Our display work in general is taken care of by 
our salesmen, of whom we have more than two thous- 
and, under the direction of district sales managers, 
special salesmen and local sales executives. Our ad- 
vertising division furnishes window display advertising 
in large quantities and in great variety—always offer- 
ing something new and with a distinctive personal 

‘appeal. Supporting 
this material is our 
monthly journal, a 
copy of which reaches 
every merchant carry- 
ing our products. In 
this publication are il- 
lustrations of effective 
window displays, and 
illustrations and de- 
tails of installation 
concerning the cur- 
rent display helps be- 
ing issued by the dis- 
play advertising de- 
partment. The advice 
is also given and 
methods indicated for 
the general tie-up with 
all our national adver- 
tising. Merchants find 
that through the use 
of our display helps 
and general advertis- 
ing material their sales are increased, and, accordingly, 
their turnover.” 

The design of the package was the major point of 
consideration in the recent remarkably successful sell- 
ing campaign of the Cellucotton Products Company. 
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Fixtures from 
Ainerica’s fore- 
most manufacturers | 
Hugh Lyons £Co. 
Lansing, Mich. jj 
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| The worlds greatest advertising medium 


The Display Window 
is presented ina new unique form exhibit 
ing to the public the latest utilitiesin amost 
interesting and attractive manner by 
30 illuminated display windows in the 
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Tow Carson & Patrick, San Antonio, Announced Opening of Thirty Display Windows for Manufacturer Use 


Referring to the campaign that established the 
product of the Cellucotton Company in less than six 
months, J. B. Kerratt, of the Charles F. W. Nichols 
Company, Chicago, advertising specialists, says: 

“The story of Cellucotton is an interesting example 
of what real advertising in sufficient quantity, tied up 
with proper dealer instructions, can do in putting over 
a line of merchandise which at first glance would ap- 
pear hard to move. 

“At the time this product was placed on the market 
ihe Cellucotton Company anticipated the necessity of a 
very large amount of window display material, counter 
cards, dealer literature, novelties, etc., and a certain 
amount of that material was produced and is distrib- 
uted to dealers who are really anxious to use it in 
conjunction with Cellucotton displays. 

“However, with wise foresight the Cellucotton Com- 
pany accepted a package design of great strength, and 


we have made the most of that in our advertising, 
much of which has been in color and all of which has 
shown the Cellucotton package in the intense blue with 
white lines which characterize it. 

“Our dealers, both in the drug and dry goods busi- 
nesses, have learned that the best window display pos- 
sible is a display of our packages, and as a result of 
this our files are filled with letters telling of the effect- 
iveness of window display. We conducted a window 
display contest in conjunction with our first campaign. 
the results of which were most successful. 

“The conclusion which we draw from our experi- 
ence with this account is, that where there is a good 
package, and where the public is taught to recognize 
the merchandise through the appearance of the pack- 
age, the displayman’s troubles are at an end, and that 
little else is needed other than the appropriate arrange- 
ment of the product where people can see it.” 


0<—>00< 00000 


NEW LIGHTING PLAN AIDS STORE 
WINDOW DISPLAYS 

In line with a drive now on the Iowa Light, Heat & 
Power Co., Sac City, Iowa has reduced the cost of 
lighting service to merchants and is equipping display 
windows with efficient lighting facilities. 

As stated in an editorial on another page of this issue, 
this plan of business community lighting is bound to bring 
about a great deve’opment in display through a positive 
realization by merchants of the real value of display. 
Already two stores in Sac City have placed orders for 
new fixtures and display equipment. They are, the Cobb 
Clothing Company, and Fred Hale & Son. ; 


SHEPARD STORES PLACES BIG ORDER FOR 
HUGH LYONS PRODUCTS 
F. Wagner, purchasing agent for the Shepard stores of 
Boston, and Providence, R. I., has returned to Boston, 
after a business trip to Lansing, Michigan, where he made 
arrangements for the purchase of the famous Hugh Lyons 
Company window display fixtures for 35 show windows. 





E. A. Samsel, display manager for the M. L. Parker 
Company, Davenport, Ia., was chairman of the judges’ 
committee that made awards in the display contest con- 
ducted in conjunction with the Muscatine (la.), Spring 
Fashion Week. 
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Avoiding Wastage in Display Helps 


In spite of progressive development in methods of dealer display help 
distribution there are still many manufacturers following old system 


_ By S. FISHER 
Manager, Fisher Display Service, Chicago 


SJESPITE the reported stringent regulations 
ore concerning the distribution of manufac- 
read turers’ dealer display helps in some prod- 
ucts it is a fact that druggists and cigar merchants 
are still being flooded with dealers streamers, cards, 


service if they are not employed, or if they are 
utilized in a manner that fails to do justice to the 
quality of material, the thought behind the design 
or the subject of the matter. It is not in the plan 
to create and employ display helps that one may 


screens, posters, etc., a majority of which never 


finds employment in the show 
window. 

While it is pleasing to note 
the progressive development 
in some organizations manu- 
facturing a nationally adver- 
tised product, the lack of pro- 
gressiveness must be lamented 
in others. With the great 
strides in mercantile display, 
with practically” every mer- 
chant sold on the idea of sell- 
ing merchandise through the 
appropriate showing of it, the 


An inspection of the drug and 
cigar stores in Chicago, made re- 
cently by Mr. Fisher, reveals the as- 
tonishing fact that 85 per cent of 
the dealer display helps issued by 
manufacturers of nationally adver- 
tised products fail to find employ- 
ment in the display window or store 
interior. As a solution of this prob- 
lem of waste Mr. Fisher urges the 
progressive acceptance of the Dis- 
play Service Specialist with guar- 
anteed efficiency and a 100 per cent 
distribution in the dealers’ windows. 


criticise, since it is granted that no better method 


of advertising exists. It is in 
the methods of distribution we 
must register complaint. 
Years ago the progressive 
manufacturers, doing national 
advertising, thought that it 
was sufficient to mail or ex- 
press dealer helps to the mer- 
chants, taking for granted that 
the merchant would do the 
rest. Many of these manufac- 
turers soon learned that the 
dealer helps were finding their 
way to a variety of channels, 


attitude of these unprogres- 
sives is quite difficult of comprehensive understand- 
ing. There is need of much educational work de- 
voted in the direction of these manufacturers who 
still persist in appropriating large sums for dis- 
play material which never brings a fair return. 
They should be educated to the fact that all 
the display helps in Christendom will be of little 


but few got into the window. 

Some were quick to remedy the trouble and 
instituted a method of distribution which called for 
the services of district men who placed the dealers 
display as soon as he could cover his territory. 
Still others, the ultra-progressive placed this im- 
portant work in the hands of display service spe- 
cialists, and it is these manufacturers who are today 


Display of Palmolive Products by S. Fisher, Fisher Display Service, Chicago 
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cashing in beautifully on every piece of window 
display material issued by them. 

Confining my statistics to the drug and cigar 
fields, an investigation covering. the drug stores 
and cigar stores of the Chicago territory reveals 
the startling fact that 85 per cent of the dealer 
helps being issued fail to find employment in the 
window. You may say that these figures are al- 
most unbelievable, but a trip of inspection cover- 
ing the stock rooms and basements of the desig- 
nated stores in the territory mentioned will verify 
the authenticity of them. 

To my way of thinking, the manufacturers pro- 
ducing these display helps, that are not helps at 
all, while they are unused, would gain just as much 
if all the material were collected and burned in 
Grant Park. Indeed, I think they would profit, as 
such a great conflagration would result in a certain 
amount of publicity, that which it is impossible to 
get from an unwrapped package in the basement. 

Illustrated in conjunction with this article is 
one display featuring products of a manufacturer, 
who, until a year ago distributed his display helps 
in that old, promiscuous, hit or miss fashion. He 
followed that system by a display distribution 
agency of his own, but today his displays are 
planned, constructed and installed by an organi- 
zation specializing in complete display service. 

Under the old system this manufacurer issued 
a complete display set with every order—and the 
display was a good one, attractive, harmonious. 
But after careful checking it was found that only 
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Another Display by the Fisher Display Service Showing Effective Use of Crepe Paper 
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a small quantity of these excellent settings were 
used. Under the new system, in the last three 
months, eight hundred displays have been installed, 
and the company’s district manager is authority 
for the statement that during those three months 
Chicago territory sales have increased 400 per cent. 

If the manufacturer who believes in dealer dis- 
play co-operation would just stop and think for a 
moment, he could very readily see where the ex- 
penses of a shipping department, express charges 
and other requirements could be converted to the 
expenses necessary in the expert and specialized 
service of a display manager. For no greater cost 
this display specialist can be obtained, and in addi- 
tion to getting 100 per cent efficiency in displays 
placed the manufacturer is also sure of 100 per cent 
distribution. 

Then; from the other angle, displays of nation- 
ally advertised products are becoming so popular, 
that the merchant can obtain in many cases excel- 
lent displays, installed in the window without cost 
or inconvenience to him, so it is quite unreasonable 
to expect him to go to a great deal of trouble open- 
ing packages, deciphering the not always simple 
instructions for installation, to say nothing of the 
actual labor in making the merchandise display, and 
the possible expenditure for embellishments. 

Sooner or later all manufacturers will adopt the 
service display specialist plan in the creation and 
distribution of display material and when this time 
comes there will be insufficient displaymen to sup- 
ply the demand. 
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The Honor Roll of Display Specialists 





The DISPLAY WORLD, after a thorough investigation of the quality, service and business 
policies of the following Display Service organizations lists them here and recommends them 
to manufacturers, advertising agencies and merchants interested in distinctive display service. 








GEORGE A. SMITH 
1737 Broadway, New York City 
‘Complete Display Campaigns for National Advertisers 
-—Local Display Service—Advisory Service to Manu- 
facturers and Advertising Agencies 


Manager, George A. Smith 


THE KINNEAR ARTCRAFTS 
6 East 15th Street, New York 


Local and National Window Settings, High-class Art 

Panels, Backgrounds, Scenery, Screens... Sketches 

furnished to reliable firms. Correspondence Solicited. 
Stagecraft—Conventions—Expositions 





J. D. WILLIAMS DISPLAY SERVICE 
Auditorium Building, Chicago 
Advisor in National Campaigns—Local Display Service 
—Complete Service for National Advertiser 
Manager, J. D. Williams 





S. FISHER CO. 
40 No. Wells St., Chicago 
Plan and Install in Chicago and Vicinity Displays of 
Nationally Advertised Products—Local Service 
Manager, S. Fisher 





STARK BROS. DISPLAY SERVICE 
3724 Troost Ave., Kansas City, Mo. 
National and Local Window Display and Advertising 
Service—Campaigns Designed and Supervised 
_Manager, W. A. Stark 





PEP WINDOW DISPLAY & SHOW CARD SERVICE 
526 Calhoun St., Fort Wayne, Ind. 


Local Displays and Producers of National Displays in 
Fort Wayne and Vicinity—Show Cards 


Manager, F. G. Piepenbrink 





CARSON & PATRICK 
212 Losoya St., San Antonio, Tex. 


Specialists in Local and National Displays—Locations 
for National Displays Provided — Complete Display 
Essentials Furnished 


Manager, Vern L. Carson 





UNDERWOOD DISPLAY SERVICE 
1905 Franklin Ave., Toledo, Ohio 
Local and National Window Display Service in Toledo 
and Vicinity—Specializing in Cigars, Drugs and 
Grocery Displays—Sign and Show Card Service 
Manager, H. L. Underwood 





NATIONAL WINDOW DECORATING CO. 
1233 Arch St., Philadelphia 
Producers and Directors of National Window Displays 
Covering Cities of Philadelphia, Washington, Atlantic 
City, Camden, Trenton, and Reading and Lancaster, Pa. 


Manager, K. S. Wolff 





THE BELLRINGER COMPANY 
18 West 34th St., New York City 
A National Service in Window Display and Selling 
Campaigns—Complete Campaigns Arranged and In- 
stal!ations of Displays Made in Any City 
Manager, H. Bellringer 





THE WINDOW DISPLAY SERVICE 
1419 Emerson Ave., Salt Lake City, Utah 
Designers of National Display Campaigns—Local Dis- 
play Representatives for National Advertisers—Show 
Cards, Department for American Display of Foreign 
Made Products. 
Manager, N. W. Reynolds 


WINDOW DISPLAY SERVICE ASSOCIATION 
504 Liberty Ave., Pittsburgh, Pa. 

Creators of Displays for Local Merchants—Repre- 
sentatives for National Advertisers in Pittsburgh and 
Vicinity—Advisors in Display and Advertising 
Manager, Harry C. Cohen 








WINDOW DISPLAY ADVERTISING SERVICE CO. 
McMullen Bldg., Grand Rapids, Mich. 
Window Display Advertising for National Advertiser 
and Retail Merchant—Complete Display Campaigns 
Created—Installations Made in Grand Rapids and 
vicinity 
Manager, Fred Tracy 


G. T. WHITE CO. 
1812 Chestnut St., St. Louis, Mo. 

Display Service for National Advertisers and Retail 
Stores—Complete Display Campaigns—Show Cards— 
Posters, Fixtures and Decorations 
Manager, G. T. White 








CARL A. SEMSCH 
213 Rivoli Bldg., LaCrosse, Wisconsin 
Local and National Displays—Convention, Jubilee, Hall 
Decorations—Show Cards, Backgrounds, Screens, 
Floorings. 
Manager, Carl A. Semsch 


BLYSTONE STUDIOS 
229 S. Adams St., Peoria, Ill. 
Expert Counsellors in Store Designing, Construction, 
Equipment, Lighting. Makers of Screens, Panels, 
Backgrounds and Show Cards 


Manager, R. L. Blystone 








HOLMES DISPLAY SERVICE 
1142 West North St., Lima, Ohio 
Local Display Service—Displays Arranged tor Manu- 
facturers of Nationally Advertised Cigars, Drugs, Sun- 
dries, Groceries and Food Products 
Manager, Chas. O. Holmes 





J. P. WISSINK CO. 
Sheboygan, Wisconsin 
Local and National Show Card and Designing Service 
—Detail Sketches for Display Settings—Trade-Mark 
Designing 
Manager, J. P. Wissink 











ACCOMPLISHMENT IN THE RENDERING OF DISPLAY SERVICE JS THE NECESSARY QUALIFICATION 
FOR REPRESENTATION ON THE DISPLAY WORLD’S HONOR ROLL OF DISPLAY SPECIALISTS 
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Influence of King Tut in Fall Colors 


Indications strongly in favor of continuance of Egyptian style wave 
into Fall season—Suggestions for appropriate color uses 
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tian style trend in spite of all 
the predictions for an early 
wane will hold the foreground 
of fashion interest. It is well 
ior the displayman to be well 
versed in Egyptian colors, and 
the colors that can be com- 
bined with them, so that the 
cvods can be displayed in new 
and interesting settings. 

The many pros and cons of 
the Egyptian question are 
still being eagerly discussed by 
textile manufacturers. In one 
camp are lined up the skeptics 


HE craze for “things Egyptian” has only 
just begun. Many of the leading dress and 
\“@)_] textile houses have their representatives 
digging in Egyptian ruins, both native grounds and 
in foreign museums and libraries. 
turn with their wealth of new material, the Egyp- 


By H. H. ADLER 


Fashion Designer and Colorist, New York City 


scratched. 


When they. re- 


The activities of the country’s 
leading dress and textile houses 
concerning Egyptian developments 
with their diligent experiments in 
colors and designs of old Egypt in- 
dicates beyond doubt that old King 
Tut will continue to hold the lime- 
light. Word has gone out that 
Egyptian influences will be manifest 
to a still greater extent in Fall wear 
than characterized the Spring crea- 
tions. In this article H. H, Adler 
writes concerning the correct em- 
ployment of Egyptian colors. 


or three seasons to come. It must be generally con- 
ceded that the surface of Egyptian art has only been 
Wher French, English and American 
designers begin seriously delving into the archives 
of museums and libraries there will be a wealth 
of new materials unearthed, and many worth-while 


and permanent 
made to textile designs. The re- 
sults of these findings are sure to 
be noted in future style vogues. 
Many of the large and im- 
portant manufacturers who are 
lined up in the pro Egyptian 
camp are convinced that the 
Egyptian colors are going to 
be the colors chosen by fashion 
for the coming season, and are 
busily engaged now in study- 
ing those colors and in making 


adaptations 


new and interesting combina- 
tions of them adapted to the 








who believe that any influence 

which has become so widely popularized in so short 
a time will not live, and in the other camp are 
those who welcome the new influence which has 
behind it such a wealth of valuable material for 
the designer and who believe that modern and 
creative adaptations of this fine old art will furn- 
ish the inspiration to the trend of fashion for two 


modern taste. 

While the question of Egyptian colors seems a 
simple one and readily disposed of, they being usu- 
ally confined to red, yellow, blue, and green, there 
are a great many fine distinctions of shades in these 
colors which renders them either typical or un- 
typical of Egyptian art. Egyptian red is not a 
bright red, but is what scientists know as hematite. 





Spring Opening Display by John T. Mackey for Herpolsheimer’s, Grand Rapids, Mich 
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Chemical analysis shows that these red colors con- 
tain more than’ half of oxide of iron, which would 
produce a brick red color. In fullest intensity this 
color is commonly known as brickdust. In lighter 
and neutralized forms it shows a wide range of 
terra cotta. 

Egyptian yellow was used to represent gold or 
guilding. It was produced by the native ochre clay. 
It is a pure warm yellow somewhat opaque and 
with no vestiges of greenish cast. Egyptian blue 
presents a very wide range of tones and hues. Two 
shades stand out as characteristically Egyptian. 
One is a paler blue verging on the turquoise, while 
the other is regular ultra marine. Between these 
two, however, is a large range of blue from the 
palest sky blue to the deepest midnight. These 
beautiful blues were obtained by cobalt and pow- 
dered blue glass. While the lighter shades verge 
toward the turquoise, the darker ones are usually 
found in clear, pure blue, such as the three blues 
shown on the Spring, 1923 Textile Color Card, 
known as Cleopatra, Remecesis, and Pharaoh. 

The Egyptian greens were obtained by the an- 
cient Egyptians from finely ground malachite or 
Azurite, both of which appear in the shape of cop- 
per ore. This green was used in two characteristic 
values, one a bright natural green nearest to our 
modern grass and the other a deeper tone some- 
what on the order of our hunter green. 

A great deal of black and gray were used in 


Egyptian designs and a natural stone color which 
was a warm cream. The ornamental forms were 


DISPLAY 


Striking Opening Display by H. H. Tarrasch, Stix, Baer & Fuller, St. Louis, Introducing New Draping Form 
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usually outlined in black or white, and black bands 
were used to separate the red, yellow, blue, and 
green. Another Egyptian peculiarity was the habit 
of using bright colorings upon a white ground. 
Thus, brilliant gem-like bits of color were 
“drowned” on a white ground. The color was ap- 
plied flat and not shaded in any way. 


Egyptian red which we have referred to as a 
brick dust color will unquestionably be one of the 
prevailing colors for Fall. Upon consulting the Tay- 
lor Color Harmony Keyboard, it will be found that 
combinations with brickdust call for some form of 
red, blue, or green. These were exactly the com- 
binations which the Egyptians used. However. 
many more interesting and appropriate combina- 
tions can be arrived at by combing this tone of red 
with neutralizations or blends of the contrasting 
colors. It should be remembered that the limitation 
of the range of colors found in Egyptian art was 
probably not caused by the fact that the color har- 
mony system which they employ did not call for 
other colors, but was due rather to the fact that 
they could not produce the coloring pigments for 
the other colors. 


One combination which the Keyboard chose for 
brickdust, is a wood brown and a greenish blue. 
These wood browns have been exceedingly popular 
for Spring wear, and the Textile Color Card shows 
a pleasing range including cork, oakwood, sandle- 
wood, etc. The green-blue used can be one of a 
deep peacock shade. The Keyboard also shows 
this tone of red combined with one of the wood- 
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browns, and blue. This pure blue will be found in 
the Spring Textile Color Card under the names of 
Cleopatra, Rameses, and Pharaoh. Even back in 
the early Spring, the pure blues were given Egyp- 
tian names, anticipating their importance in fashion. 

It will also be found on the keyboard that this 
Egyptian red combines also with pure yellow, or a 
neutralized yellow, such as moss on the Textile 
Color Card, and either a greenish blue or a bluish 
violet. The bluish violet shade is furnished by 
either cornflower or periwinkle blue. The red is 
also found on the keyboard in combination with 
blue or blue-violet, and a yellowish green, such as 
Mignonette and Chartreuse. 

It has been a long time since yellow was strong 
in popular favor. Sulphur yellow has loomed down 
the horizon several times, but was never worn to 
a great extent. The reason ‘for this has been given 
as the unbecomingness of this color. Egyptian yel- 
low was a soft warm yellow in many gradations of 
tones, and should be most becoming and pleasing 
ior evening wear. By consulting the Color Har- 
mony Keyboard, it will.be found that yellow com- 
bines excellently with blue and violet red. The 
Egyptians combine it with blue, but there is no 
violet red found in Egyptian art. This is due to the 
fact that purple dyes were discovered at a much 
later period. Tyrian purple is one of the earliest 
purple dies known, and is a rich crimson purple. 
Pale yellow can be combined either with this rich 
Tyrian purple, or a lighter tone of it, which we call 
mountain haze. It can also be combined with a 
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Silverware Display by R. M. Hollister, for Kinney-Levan, Cleveland, Ohio 
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turquoise blue and either light or dark violet red. 

Yellow combines well with red and the various 
tones of rose. When this combination is used, the 
Keyboard provides blue violet as the third color. It 
also provides in a color combination of yellow and 
red, green blue as a third color, or in a combination 
of yellow and red-orange with blue as a third color. 

The lighter tone of blue used by the Egyptians 
closely resembles our turquoise. This it also seems 
will unquestionably be popular for evening wear. Tur- 
quoise combines excellently with mountain haze and the 
lighter shades of orange. Turquoise and yellow are 
also charming with a touch of violet-red, and combines 
with the rose shades and blue-violet. 


The deeper shade of blue which is close to our ul- 
tramarine will be appropriate to both afternoon and 
evening wear. The Keyboard shows that it combines 
well with ted and the beige tone, also with violet red 
and the warm browns. It also can be combined with 
yellowish green and a salmon or henna shade. The 
strong light blue offers a very good new color for Fall 
wear, and it is predicted it will replace the browns and 
greens which have been so popular for the last two 
seasons. 

The more brilliant Egyptian green will probably be 
confined entirely to evening wear, as it is too bright a 
color for general Fall wear. It is a very handsome and 
distinctive shade, however, when produced in luxurious 
materials, and there will probably be a strong run on it 
in the finer brocades, Satins, and crepes. The brocades 
may include in design’ violet, flame, orange and blue- 
violet. 
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Ornament in the Display Window 


What it is and how it should be employed as a means of enhancing 


value and effectiveness of merchandise presentations 


By HENRY SHERROD 
Display Manager, Stewart D. G. Co., Louisville, Ky. 


JHE value of ornamentation in display is one 
phase of modern window display that seems 





. | general of appreciation, yet there are far too 
many flagrant violations of ornament injection and 
color application. These breaches are due to an insuf- 
ficient grounding in the principles of decorative em- 
bellishment or ornament, which is reason for a fre. 
quent over-employment or under-use of it. 

The term ‘‘ornament,” in its limited sense, includes 
such of the elements of decoration as are adapted or 
developed from natural foliage. These differ from the 
geometrical elements in as much as they are organic, 
possessing stems, leaves, flowers, etc., while the. latter, 
the geometrical elements, are inorganic. 

When merely drawn on paper, and unapplied, a 
foliated element is considered in the abstract ‘“‘orna- 
ment.”” When applied to beautify an object it becomes 
an “element of decoration.” The term “decoration” 
signifies the art or process of applying the various ele- 
ments to beautify objects. It is also used to denote the 


completed result. Thus the artist who is occupied in 


the decoration of a window may represent ornament 
in it, and when so applied this ornament becomes the 
“decoration” in the window. 






























Orening Display in Spanish Design, by Henry Sherrod, Stewart D. G. C 


The elements of decoration are: Geometrical lines, 
ornament, natural foliage, artificial foliage and other 
objects, animals and the human figure. These may be 
considered as the ingredients, and they are applied and 
combined one with another in various arrangements 
or features, according to certain acknowledged recipes 
which are termed “principles.” The subject, princi- 
ples, will be discussed in detail in a later article in this 
series. 

Whenever and wherever the hand of man has pro- 
duced any decoration, be it original invention or but 
the arbitrary variation of some familiar fundamental 
idea, the evolution was accomplished, first, by arrang- 
ing and joining dots afid lines, or by combining and 
dividing geometrical figures in accordance with the 
laws of rhythm, regularity and symmetry ; or secondly, 
it arose or resulted from the attempt of the decorator 
to represent the objects of the external world. 

Nearest at hand for representation or imitation is 
organic nature, with a variation of plants, animals and 
human forms. But inorganic nature also offers models 
from which the decorator may draw—the forms of 
crystalization (snow flakes) and the phenomena of 
nature (the clouds, waves, etc.). Rich sources are also 
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opened up by the artificial objects which are conceived 
and fashioned by man himself. 

It is obvious that all kinds of elements may be em- 
ployed in combination; the geometrical may be com- 
bined or united with natural forms, the artificial with 
the organic, etc. Moreover, it is easy for the human 
imagination to combine details taken from nature into 
forms not found in nature itself, such as the Sphinx, 
Centaur, the mermaid, and animal and human bodies 
with plant-like terminations. 

Decoration is applied to countless objects with the 
possibility of the style being greatly varied without 
being arbitrary ; being determined first by the aim and 
material of the object to be decorated, and second, by 
the ideas ruling at different periods and among differ- 
ent nations. It is, therefore, obvious that it has a com- 
prehensive and important domain. A knowledge of 
it is an instructive and sociologically interesting factor 
of general culture. 

The peculiarities which arise- from the reciprocal 
relation of material, form and end, are, more or less, 
modified by the ideas of the age and the natural charac- 
teristics of the nation, and are termed the “style” of 
that period and nation. This method of mentioning 
the century and nation provides a convenient means of 
labelling works of art, a procedure which is now quite 
generally understood. 7 

The displays illustrated here include two of a series 
of nine, in place for Spring opening at the store of 
Stewart Dry Goods Company. I believe they will serve 
to illustrate a point concerning our general topic—or- 
nament. ~ ; 

The manner and means of applying or injecting 


Another Opening Display by Mr. Sherrod, Using Hand-Waven Tapestry as Setting for Display of Merchandise 







ornamentation in displays are multiple, and it is because 
of the opportunities afforded that diligent care must 
be exercised. For instance, in the first display there 
is a great strength of color—in background and mer- 
chandise presented, and where color is used in quan- 
tity or strength one must constantly guard against the 
inclination that too frequently results in the over- 
employment of it. The walls in this display were of 
green tinsel over robins-egg blue silk, while the grills, 
door frames and suspended placque were of composi- 
tion board painted black. The bench, an excellent dis- 
play vehicle of the type called special display furniture, 
was Lanvin green stippled light green mountain hue 
and rose. Conventional birds and ornaments, made of 
composition board, were in pinkish red tone, and the 
floors were light and dark green marble. The general 
style typified the Spanish influence. A review of this 
description. of the display will, I believe, evidence a 
careful consideration of the important display element, 
ornamentation. 

The second illustration presents “The Call of 
Spring,” the display taking its title from the hand- 
woven tapestry in center background. Here again the 
style is Spanish, with care evidenced in use of colors 
and ornament. Again is special furniture used to ad- 
vantage, in this case forming the bulwark and balance 
of the display. Avoiding any possibility of color con- 
flict, the tassels depending from the background in- 
cluded only those colors used in the weaving of the 
tapestry. The special furniture was finished as in the 
first display, and the figure was draped in lace. The 
steps were peacock blue plush ornamented with gold 
braid and were very effective in this treatment. 
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The Structural Elements of Drapery 


Certain fundamentals combine to make all forms of drapes and 
analysis of any drape reveals these elements 


By JEROME A. KOERBER 
Author, The Art of Draping 


LTHOUGH draperies take on a different char- 
acter under the treatment of nearly every artist 
or decorator who creates them, and are, hence, 

almost innumerable, there are certain elementary struc- 

tural parts which combine to make all forms of drapery. 





Take the most simple or the most difficult and com- 
plicated drapery, and upon analysis it will be seen that 
it is made of one or all of the following parts: The 
folds and festoons, the eyes and creases, and the turn- 
overs and edges. To illustrate, let us take the most 
simple form of drapery, a plain.piece of material sus- 
pended from two points. When thus supported and 
allowed to hang with its own weight, the material will 
so form itself as to present folds that seem to radiate 
in fan-like lines from each point of support, and form 
two opposing systems of festoons which answer each 
other and alternately predominate. Sometimes the 
fold or festoon breaks upon itself and’ forms a secon- 
dary or subordinate fold, producing an appearance of 
squareness or angularity, which effect has a great deco- 
rative value. The weight and quality of material used 
will determine to what extent this appearance of angu- 
larity is apparent. 

The next point of consideration is the character of 
creases in the folds which are known as the “eyes of 
drapery.” The character of the “eyes” varies with the 
quality and weight of the material. Thus, when drap- 





A Drapery Suggestion Particularly Adaptable to Showing Fine Dress Fashions, by Jerome A. Koerber 


ing a piece of soft silk, the “eyes” produced will be 
round and soft, with gentle and graceful folds, while 
with hard silk they become more sudden and sharper, 
with well-defined creases. 

Another structural element of drapery is the turn- 
over and edge. The turnover is simply a formation 
made by the material folding back or overlapping on 
itself and thus forming a zigzag edge. The variations 
of this formation are many, and each and every one of 
them carry with it a rich decorative effect. Take a 
piece of material where both sides are of different qual- 
ity, even one with a pattern on one side and piain on 
the other. Put this into a turn-over formation and im- 
mediately will we have a rich and interesting effect. 
These three elements—the fold or festoon, the “eye,” 
and the turn-over—are the A B C’s of draping, not 
incidental happenings, but the skeleton or framework 
of all draping, no matter how elaborate or how plain. 
In future articles the practical application of these 
principles will be exhaustively discussed and illustrated. 

The drape illustrations I am presenting this month 
are quite unlike those that have gone before, but those 
selected for this issue are seasonal and may be best 
made with materials such as the displayman will be 
showing during the next several weeks. 

To execute the first drape, start at point A, desig- 
nated in diagram, this point being on floor, where ma- 
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Two Original and Effective Draping Suggestions by Jerome A. Koerber, Excellent for Soft Matertals 


terial is first dropped and then carried upwards, as 
indicated by the arrows, to the top of the stand to 
point B, where it is pinned. Then take material and 
bring down toward the point indicated by XX, which 
point is about the center of material. Then carry to- 
ward top to point C and pin with the same pins used 
to fasten at point B. Then take the other end of the 
material and drop to the right at point D. All folds 
and pleats are then neatly arranged, making sure that 
both ends of the material falling on either side at points 
A and D are carefully turned under. A strip of lace 
trimmings and a few buttons can be used to good 
advantage and serve well as accessories. 

Two draping suggestions are shown in the second 
illustration. The first, to be termed drape figure 26, is 
somewhat out of the ordinary and requires two dress- 
lengths of material. This type drape is especially suit- 
able for fine dress fashions such as broadcloth and 
silks of soft texture, although it may be employed to 
show cotton goods and laces. 

To make the drape start by holding one end of the 
material at the extreme ends of the selvedge and pin 
them to points A and B, as indicated in the sketch of 
the drapery top. Allow the material to drop in a natu- 
tal manner to the floor, as indicated by arrow, and then 
carry it to the left to point A, and up to top at point C. 
Lay the material carefully over the top so it will hang 
low enough to form graceful folds in front. Then 
drop the material to-right to point C, and straighten out 
all folds and pleats. Puff carefully in front, and with 
the addition of a few appropriate ornaments or acces- 
sories the drape is complete. 

The second suggestion presented through the sec- 
ond illustration is made over a semi-circular or oval 
top. The drape is started by taking the material at the 


extreme ends and pinning one end at point A and the 


other at point B, as shown in diagram A. Then take 


material at selvedge and carry it under drape about 
eighteen inches and pin to point indicated by arrows. 
The folds, it will be noted, will then fall in a natural 
fashion. Allow the material to fall towards the front 
on floor. Diagram B shows how the drape is pinned 
at points A, B and C. After the material is carried to 
the floor at point D, as shown in the finished drape, it 
is brought towards the left to point E, then up to point 
I’, over the top, then down towards point G, where the 
other end of the material is caught up in a loop and 
pinned in back of the drapery stand. These movements 
will produce an effective drape with much natural 
beauty evident in the graceful folds. 





X-RAY REFLECTORS ASSIST 
ATTRACTIVE DISPLAYS 

Taking full advantage of the display window as a busi- 
ness getter the Nelson Electric Co., Boston, has adapted 
an unique method of displaying their wares, and at the same 
time deriving a maximum amount of advertising for the 
one item that makes such a business necessary—electricity. 
With X-Ray Reflectors, Mr. B. C. Nelson, proprietor, has 
arranged a blending of different colored rays so that the 
light that floods his window is distinctive and pleasing to 
the eye. With an attractive display of articles the result 
is most compelling. 





BEIGER FURNITURE COMPANY INSTALLS 
NEW DISPLAY WINDOWS 

The show windows of the Beiger Furniture Company, 
South Bend, Ind., have been entirely reconstructed and 
redecorated with beamed ceilings and panelled walls, in 
which are set archways which suggest the Georgian period. 
All the woodwork is of old ivory, and French mirrored 
doors open from the display area into the store. Indirect 
lighting systems have been installed and a perfect distribu- 
tion of light: assists in the accomplishment of displays. 
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Making the Background Assist Salles 


Effectiveness and efficiency of any merchandise display dependent 
upon appropriate and artistic adaptation of background 


By J. WALTER JOHNSON 


Display Manager and Art Director, Portland, Oregon 





BY ITH the manifestation of Egyptian tendencies 
SMP} in present style creations, and the general in- 
AX 9] terest in recent excavations ‘in’old Egypt, it is 
only natural to assume that the vogtte will reflect its 
activity in window settings. 

So, after checking up on the different setting sug- 
gestions we might show to advantage at this time, it 
. seems opportune that the land of the Nile should have 
first call. The setting presented here mair:tains excel- 
lent possibilities in window use, and with the range of 
Egyptian colors affords a vehicle for striking display 
effects. The setting may be used intact, just as it 1s 
drawn, or sections of it may be employed at the discre- 
tion of the displayman. 

I would suggest a taupe colored background with 
a border around the top of the background, painted in 
red, yellow, and bliie, with the lower border, near base, 





in red and yellow. The stone wall effect can be painted 


on composition board in a two-tone cement effect with 
the mortar line in white. While the paint is still wet, 
sprinkle with fine sand. The steps will be effective 
when finished in the same manner. 

The Egyptian figures and the urns with lotus flow- 





ers are made of composition board cut-outs and are 
painted in brightest colors. An effective treatment 
would include urns in purple, lavender and gray, the 
stems of the lotus in light and dark green, and the 
flowers and buds in yellow and lavender. 

The seated figure can be composition board, painted, 
or it may be a special figure gorgeously gowned, with 
an elaborate display of jewels. Metallic flitter applied 
over jewel pieces will provide a most striking effect 
under vari-colored spotlights. The slaves, with scarlet 
wigs, can be made extremely effective by painting them 
in bright colors—the brighter the better. 

Did you ever try a silhouette background? Prop- 
erly designed and executed, the silhouette provides an 
excellent mode of decoration, and because of its many 
distinctive features will invariably prove of tremendous 
attention-getting value. This form of ornamentation 
has long played a successful role in various forms of 
decoration, and can serve equally successful in the dis- 
play window. 

If you are looking for something just a little differ- 
ent, reproduce the setting presented in the second illus- 
tration. I'll wager that you’ll thank the contributor 
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for the suggestion when you see this subject repro- 
duced in your window. Visualize, if you can, the 
beauty of the completed setting, say in Nile green and 
black, light yellow and purple; or, better still, light 
gray and cerise. 

The large semi-circle can be painted on muslin or 
composition board with the silhouette figures cut from 
composition board, and set on the platform about three 
or four inches out from the background. If you should 
be limited in window depth, the entire scene can be 
painted on muslin. If you make it a cut-out back- 
ground, the birds and dancing figure can be held in 
place with steel knitting-needles. A single or double 
step platform, extended the full length of background, 
would enhance the general plan of this setting. For 
a floor covering use composition board extending from 
the platform to the front of the window, painted in 
colors to match the background. 

Every displayman will find it urgent to heed details 
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Another Suggestion by J. Walter Johnson, Introducing the Silhouette as Excellent Mode of Decoration 











in constructing his own window backgrounds, since 
nothing will more quickly serve to register failure in 
displays than haphazardly constructed and installed 
properties. The display window requires that same 
diligent attention that is given to the handling of the 
merchandise, and if perfection is not evident in each 
essential of display, then the showing cannot function 
as a perfect unit. 

Avoid the inclination to improve on accepted period 
tendencies, since seldom, if ever, will the additions 
prove an enhancement, and will invariably bring about 
a conflict of the principles of decoration. 

In the suggestions presented this month, and in 
those to follow, I will be guided by what my experience 
and study has taught me to be most needed in the de- 
velopment of ability in background construction, striv- 
ing to offer seasonal suggestions, perfect in application 
of display principles and adaptable in maximum de- 
gree in conjunction with merchandise presentations. 


0<—>00<——00<—00<— 0 


DISPLAYS OF GEORGE GIBSON 
ATTRACT MUCH ATTENTION 
Unique displays showing automobiles made from uten- 
siles carried in the stock of The Dudley Hardware Co., 
Hot Springs, S. D., came in for much comment recently. 
The displays were made by George Gibson, in charge 
of store decorations. 





A. L. PETERSON BECOMES DISPLAY 
MANAGER FOR THE LEADER 
A. L. Peterson is the new’ display manager: for The, 
Leader Department Store, Marietta, Ohio, having assumed 





* his new duties March 25. He was recently display manager 
for Salet’s Department Store, Mankato, Minn. C. E. Duff, 
nationally known displayman, was for many years in 
charge of The Leader’s displays, 





ARMOUR’S DISPLAYS BRING PRAISE OF 
NEWSPAPER 


The Omaha World-Herald refers to Phil Armour’s 
displays in the windows of the Brandeis store, Omaha, 
as the most gorgeous ever unveiled to the public of that 
city. Mr. Armour carried out his background scheme in 
a series of beautiful panels flanked with exquisite hangings. 
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A movement of merchant co-opera- 
Store Bureau tion functioning in unit groups in 


ier ts’ southern Minnesota has been spon- 
~ waters sored and perfected by the Exten- 


sion Service of the University of 
Minnesota, and the plan in operation in the many 
towns where the “store bureaus” are now estab- 
lished has proved so successful that the movement, 
no doubt, will extend to every state and effect busi- 
ness methods wherever merchants are serving com- 
munity needs. : 

The mainspring of the plan is to merchandise by 
the new method of co-operation instead of through 
the old medium, competition. To accomplish this 
merchants are organized and pledged to merchan- 
dise along specific lines, which includes an unani- 
mous and rigid observance of a code of business 
ethics. The plan is founded on the principle that 
the retail store should be a great service in its com- 
munity, and that the degree to which a community 
prospers depends in measure upon the service of its 
business enterprises. This community prosperity 
and prestige can be best attained through mer- 
chant co-operation. 

Under the University of Minnesota plan super- 
visors are designated for the various divisions of 
store bureaus with expert merchandising advice and 
statistics constantly at the disposal of the merchant. 
Special sales are planned as regular features with 
each merchant showing several specials, marked 


at irresistible prices. No two merchants show the 


same specials, but the more popular items are rotated. 
These sales features, in addition to creating a 
strong attraction, also serve powerfully in com- 
batting the mail order house inroads. 

Such a bureau unites for unselfish service the 
progressive merchants of a community, and trains 
them not only to be better merchants, but also to’ 
be good community leaders and workers. It is a 
worthy and progressive movement and destined 


for great success. 


Admittedly, the greatest need of educa- 


+ al of tional display programs is in the so- 
Lighting called medium and small sized towns. 
Plants Here, there can be no question that 


many merchants have yet failed to 
grasp the full significance and appreciation of win- 
dow display as a powerful factor in selling. 

With this in mind The DISPLAY WORLD js 
now interesting itself actively in a program which, 
we believe, will be fruitful of result, and which 
collaborates with the central lighting stations 
throughout the country. The campaign will effect 
every town 15,000 population and under where a 
lighting plant is maintained. 

Efforts will be made to bring about a lower 
rate in lighting charges and a business community 
use of illumination. The plan urges special rates 
on electric current used under conditions that the 
merchants of the town agree to employ lights in 
their store windows each night- between the hours 
of seven and ten o’clock. Special provisions will 
be made whereby the power plant will turn on and 
otf all window lights simultaneously. 

Assuming that practically every merchant has 
his store equipped with lighting apparatus, and uses 
some light, there is open, what appears to us, an 
excellent means of quick and positive appreciation 
of display value by thousands of merchants who 
have never embraced or practiced the idea. 


This suggestion should appeal to the merchants, . 


not only from a business point, but it should also 
have a ring that would stimulate the merchants’ 
civic pride, and in small towns, most merchants are 
actively engaged in all civic movements, if not ac- 
tually fulfillng some function of public office. 

It is believed that all merchants will agree that 
a well lighted town is desirable— is usually the live 
business town—and it is, therefore, only reason- 
able to assume that they would approve the plan 
designed to stimulate civic interest. And, if the value 
of the show window had not manifested itself to these 
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merchants by now, then it would as soon as tie lights 
were turned on for the first time. 

This campaign is but another evidence of the 
progressive program of display development spon- 
sored by The DISPLAY WORLD. 





Reports from every section of the 


Keep the country evidence a growing apprecia- 
— tion on the part of merchants, large 
Mowe and small, of the value of special sea- 


sonal fashion reviews and displays. 

The recent showings, more elaborate in presen- 
tation than every before, attracted the bulk of the 
country’s shopping public and the almost unani- 
mous attention directed to the window displays has 
had, undoubtedly, a decided tendency to arouse mer- 
chants to a keener appreciation of the show win- 
dow as a sales stimulator. It is an accepted fact 
that greatest results follow the most powerful force 
in attracting attention, and in retail merchandising 
the best means of getting that attention is through 
appropriately arranged merchandise in an attrac- 
tive show window. 

These windows should be made constant forces 
in sales making, not utilized for the purpose 
on specific occasions only. The function of a 
show window is no different at opening time 
than it is on any other week or day. It holds 
for every merchant great sales potentialities at all 
times and the wise merchant will turn these poten- 
tialities into profits. Keep the windows dressed 
up always—they are constantly working—but they 
will work for you or against you according to the 
attention you give them. 





Successful businesses are those whose 


Window policies insist on rigid observance of 
Investments certain business principles otherwise 
Bring Big known as ethics, and an active appre- 
Returns , PP 


ciation of their obligations to the 
shopping public in the form of service. 

Service is manifested in a variety of ways other 
than in the store policies of quality goods, fair 
prices and guaranteed satisfaction. We find it in 
most distinctive form in store appropriations and 
expenditures designated for employment in a form 
that will in some manner increase store efficiency 
for the advantage and profit of the customer. No 
progressive merchant or any business man will 
hesitate to invest money in any department of the 
store when the object of that investment is better 
store service, in any of its many forms. 

We can recall no great success in the mercan- 
tile field or any other that became great without 
occasional, and, more likely, frequent investments 
in the business. True, results are not always tan- 
gible, and some times also, do these appropriations 


fail in the accomplishment of the intended mark,. 
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but if judgment be exercised in conjunction with 
a thorough knowledge of the field the general re- 
turns will invariably prove successful. Narrow of 
vision is that merchant who expects success to dis- 
tinguish a business that fails to invest in the in- 
terest of store development and service. It has as 
much chance of success as the business publication 
whose policy prohibits the spending of money in 
order that its field or readers may be best served. 

The store windows of to-day are accepted by the 
public as the interpretation of the respective store 
policies ; it is through them that the merchant evi- 
dences the degree of his service to his patrons and 
the community. Nowhere in the store can invest- 
ment bring such great returns in prestige and profit. 





Displaymen A review of the spring opening 
Favor displays revealed one interesting 
Quality development—that of a more gen- 


Embellishments eraj appreciation on the part of 
displaymen and merchants of the value of quality 
decorations when used as a means of enhancing 
window showings. 

Rare indeed was the window heavily laden with 
apple blossoms, roses and foliage, and the absence 


‘of them evidences an advancement of the display- 


man. Not that apple blossoms, roses and foliage 
are out of favor. Nothing is more appropriate and 
effective for the season, but the effectiveness, the 
beauty in anything is in the-ideal use of it. Too 
much foliage discounts the effect of any window 
just as too much of anything serves to kill the 
attractiveness under all conditions and in every 
application. 

The displays this Spring with decorations in 
more general employment than ever before, evi- 
denced a keen demand of the displayman for em- 
bellishments of quality, designed to incorporate the 
elements of art. As a result the displays have im- 
proved generally and the attractiveness and effec- 
tiveness of them are bound to make many converts 
to the cause of display, and bring about a more 
positive realization of its value by those merchants 
who have not too enthusiastically supported their 
display managers in the past. 





The attention of every displayman 
Display World affiliated with an organized dis- 
—— playman’s local is called to The 

DISPLAY WORLD contest in the 
interest of display development. A handsome sil- 
ver loving cup will be awarded to the local organ- 
ization taking best advantage of its opportunities 
to further expand and develop display art. If your 
local has not done anything, get busy. Co-ordina- 
tion of effort will make the profession more in- 
teresting and profitable. The’ contest will be 
brought to a close on June 1. 
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Adaptability of Artificial Flowers 


Perhaps no form of decorative embellishment employed in modern 


display can equal artificial flowers in versatility, utility and beauty 


By WILLIAM HALLETT 
Chicago, Illinois 


F all the forms of display decoration now em- 
ployed by those artists who are daily making 
the store window a stage/on which merchan- 

dise is exquisitely presented midst surroundings of 

charming beauty, there is none, I am inclined to be- 
lieve, that can compare in points of utility and adapt- 


tin Cigar Company. The photographs that I am send- 
ing will, I believe, indicate quite clearly the enhance- 
ment such employment brings to these displays, and 
I am sure you. will agree that the display manager, B, 
A. Babatz, knows a thing or two about the principles 
underlying the use of artificial flowers and foliage in 





ability to artificial flower embel- 
lishment. 

While the old theory confined 
its use to department, ready-to- 
wear and certain specialty shops, 
to-day we find artificial flowers 
serving to a distinctive advantage 
in every store, and also in fre- 
quent employment in display 
rooms of the automobile compan- 
ies, in garage windows, plumbers’ 
establishments, etc. 

There is something about 
flowers that is pleasing to all. 
They are beautiful, they possess 
freshness of youth; they inject 


There are merchants who will tell 
you that artificial flowers have no 


-yplace in the cigar store display win- 


dow, but as Mr. Hallett observes in 
this article, we are inclined to the 
belief that artifical flowers and fol- 
age, appropriately selected and ar- 
ranged can be employed to decisive 
advantage in any show window, re- 
gardless of the lines carried. The 
displays illustrated in conjunction 
with this article form a powerful 
argument in favor of floral decora- 
tions in cigar store windows. 


window displays. You display- 
men and merchants who have 
maintained that flowers have no 
place in the cigar store display 
window, I fear, make this state- 
ment without diligent considera- 
tion of the matter. The argu- 
mé@t that flowers have no place 
in things that are masculine is a 
misstatement of fact, and not 
only do we find every first-class 
clothing displayman using them 
constantly and in quantity, but we 
must admit that the most suc- 
cessful men’s displays have in- 
variably included in their scheme 


nature’s perfect colors and breathe a spirit of life. It 
is perhaps just these things that make flowers serve 
equally well in any display, and the fact that they rep- 
resent nature that makes them generally pleasing. 

An excellent example of appropriate employment 
of artificial flowers in the cigar store window is gen- 
erally noted at the Davenport, Ia., store of The Mar- 


of display ornamentation or embellishment artificial 
flowers and foliage in some form. 

Extreme care and excellent sudgment is, however, 
necessary in the injection of embellishments in displays 
designed to attract the attention of men. The floral 
contribution must not be massive, and it must not in 
this case any more than any other assume the major 
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Another Effective Display by B. 
point of attraction in the general display. Flowers are 
to be a mere part in the scheme of decoration, and 
under no consideration can they form the major point 
of the showing. The principle of decoration or embel- 
lishment in cigar store displays is no different than the 
principle of ornamentation in a display of beautiful 
evening gowns for women, or nifty suits for men. 
There is a certain amount of decoration needed, but an 
excess of it will invariably destroy the attention-getting 
value in that it will fail to have the interest-holding 
asset, without which there is small chance for a sale. 
Then, too, there are certain flowers that have a gen- 
eral appeal to men, flowers generally termed in the 
display field, masculine flowers, a name given to certain 
flowers because of the elements of strength and con- 
servatism. And frequently the ingenuity of the dis- 
playman will take dainty blossoms and some foliage or 


. 


MABLEY & CAREW CO. COMPLETES 47 YEARS 
OF DISTINCTIVE SERVICE 


Mabley & Carew, Cincinnati, are at this time observ- 
ing its forty-seventh anniversary.. Unusual values are 
offered in all departments and Display Manager Webber 


‘has the windows excellently -functioning in conjunction 


with the big event. Great purple and white pennants 
are cOnspicuous in the store building, with heroic shields 
in same color scheme placed in each window. The interior 


is tastily decorated with Spring foliage and flowers. 





REMODELING AT DENECKE’S 


The Denecke Company, Cedar ‘Rapids, Iowa, is re- 
modeling the main floor of its big store and installing new 
fixture equipment. Many changes in department location 
will be made. 
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A. Babat 
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s for Martin Cigar Co., Davenport, La. 


trailing vine and make from them decorations of deli- 
cate beauty, yet typical of that which men like most in 
floral ornamentation. 

Mr. Babatz, the efficient and versatile display man- 
ager for all of the Martin stores (I believe there are 
more than twenty of them) is strong in his support of 
artificial flowers and foliage as appropriate embellish- 
ment in cigar store displays, and the wisdom of his 
judgment is best attested in the remarkably effective 
displays he designs—and in the sales volume attributed 
to these displays. 

In the Babatz displays there is always that element 
of variety—in construction, in balance, in theme, and 
in color, and it is this feature of his displays that make 
thém constantly admired. In the accomplishment of 
these elements artificial flowers play a decidedly impor- 
tant role. 


NEW BASEMENT DEPARTMENT FOR 
__MOREHOUSE-MARTENS CO. 


The Morehouse-Martens Company, Toledo, Ohio, will 
open a basement store on May Ist, according to an- 
nouncement from a store executive. The new department 
will make a’ feature of women’s ready-to-wear. Buyers 
are now in the market. 





DISPLAY SCHOOL TO BE PERMANENT FEATURE 
AT STORE OF ELY & WALKER 


The display and card writing school conducted during 
the winter months at the store of Ely & Walker, St. 
Louis, proved so successful under the direction of Display 
Manager Lafferty that the store management has decided 
to maintain the school as a permanent service. There is 
no charge,-for the courses and the faculty includes the 
leading displaymen and cardwriters of St. Louis. 

























34 


THE DISPLAY WORLD 


The Evolution of a Modern Display 


A few illustrations and detail instructions showing how a recent 





successful display was planned, built and installed 


By ELLSWORTH _H. BATES 
Display Manager, C. W. Klemm, Inc., Bloomington, IIl. 


aa yT IS my opinion that those men practicing the 
oe | display profession, and who may yet be desig- 
oS nated as without the pale of accepted leader- 
ship, would occasionally welcome the detail article con- 
cerning the origination of the display idea and its prac- 
tical construction and introduction in the store window. 
And with this thought in mind I am presenting for the 
interest of progressive displaymen who have ambitions 
” to advance, the complete plan of display creation as 
applied to a subject recently introduced in the display 
windows of the C. W. Klemm store. 

The backgrounds, as may be noted, were in Moorish 
period design, with all other embellishments selected to 
perfectly assist in the display without in any manner 
conflicting in theme, period or style. The cornice and 
panels in the pilasters were especially made for this 
setting and were of plastic 
composition, as also was the 
ornament used on the bottom 
of the drops or drapery effects. 

With an idea of what was 
wanted in period and design, 
as a result of sufficient earlier 
planning, I visited a Chicago 
manufacturing plant where is 
maintained great. shelves and 
racks presenting plastic models 
of almost ‘any kind or period 
that one might desire to uti- 
lize.. These models, of course, ee 

OA) 
may be, made up to meet the 
-specifications or requirements 
of the displayman. _ 

The model for the dia- 
mond-shaped open work to be 
seen on the face of the pilas- 
ters was found in an all-over 
.pattern with no border. The 
_piece was about three or four 
feet long and had, presumably, been previously used 
as a section of a large ventilator in some theatre. Ap- 
preciating the beauty this small lace-work pattern 
-would lend to the panels in mind, an order was placed 
for the size panels required, with a small border of the 
same period design to make a perfect frame and at the 
same time strengthen the panels. 

A search was then made through the peiieds fora 
‘Moorish cornice, which was finally located, and an 
order given to make it up with a ‘border to match the 
one used in the panels. Then the Moorish star was 








Adapting the Moorish Design, by E. H. Bates 


selected and the ornament employed at the bottom of 
the drapes. 

It is necessary to order relief products from six 
weeks to two months in advance of the date on which 
display is scheduled, as ‘the manufacturers of these 
products frequently find it necessary to set small orders 
aside pending the completion of larger ones; however, 
these men gladly co-operate with displaymen, having 
in mind, perhaps, the displayman’s influence at the time 
when new permanent backgrounds are required for the 
store. Nevertheless, displaymen will find diligent at- 
tention to their needs when visiting these great plants, 
and find also a source of rich, instructive features. 

Getting back to the question of display building. 
The plaster panels were fnade up into a boxed pilaster 
effect with a depth of about four inches, which would 
allow the installation of long, 
narrow showcase reflectors at 
either end for the purpose of 
distributing light over the silk 
which was later applied close 
behind the plaster panel open 
work. This application was 
made, naturally, after painting 
or finishing process had been 
completed. After the plaster 
had been secured to the wood- 
en frame, it was sized with 
shellac. It is a point well to 
mention that all plaster and 
soft woods will take poly- 
chrome or oil paints to better 
advantage after sizing of this 
manner. 

The next step in the poly- 
chrome finish was the applica- 
tion of silver and gold bronzes, 
which were first thoroughly 
mixed with a good quality 
bronzing liquid. After this coat had been thoroughly 


dried, another coat of shellac was applied, this second 


application being ‘necessary to protect the bronze and 
“highlights” and_ relief work from being cut off or 
discounted in effect through later application of colors 
over the bronzes and the subsequent rubbing process. 
The colors were then painted on over the bronze as 
desired and then-rubbed while paints were fresh, thus 
effecting the desirable “high-lights.” 

Flat colors were chosen for the finish, which was in 
blue, red-orange and deep lavender, although oil colors 
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may be effectively employed in obtaining similar effects 
of equal beauty. The same blendings of colors were 
used in the cornice and suspending star, the latter being 
further embellished with colored jewels. 

Yellow silk was employed in the illuminated pilas- 
ter, the back of which was enclosed with composition 
board with the -inside painted white, in order to insure 
good lighting reflection surface. The back or reverse 
side of this surface was finished as the remainder of 
the flat wood surface of the pilaster, which was Tiffany 
blend, obtained by dabbing the colors here and there 
and then blending and toning by light rubbing and 
rolling of cheesecloth over the surface until the desired 
effect was obtained. 

The drapes were made of a very large, loose-weave 
metal tricolette of a deep lavender tone, reinforced 
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Display by Ellsworth H. Bates, Details Concerning Which are Given in this Article 








through the application of vari-colored metal mil- 
linery braid of tricolette. Purple plush and the relief 
ornament at the bottom completed the hangings. As 
no sewing can be done on tricolette, it was necessary 
to apply glue to hold the braid which reinforced each 
side of the flimsy material. The silk shades suspended 
from the center were in lavender and gold with blue 
tassels. 

The floor panels were made of composition board 
on which were painted plain gold borders, over which 
were stenciled appropriate designs. A rich, high gloss 
was obtained by a coat of high-grade varnish. An ex- 
cellent view of this effective floor design is to be ob- 
tained on inspection of the illustration shown on the 
first page of this article. The outside border of the 
floor panels was a relief wall paper of gold bronze. 
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NEW DISPLAY MANAGER FOR GOLDEN RULE 
LOGANSPORT, INDIANA 


J. A. Druyon is the new display manager for The 
Schmitt-Kloepfer Company, Logansport, Indiana, popularly 
known as The Golden Rule. He was formerly engaged 
in a similar capacity with Colby & Helin, Cherokee, Iowa. 
He succeeds Mr. Weaver, recently resigned. 





RICHARD C. SHERIDAN NEW DISPLAY 
MANAGER FOR DAIGER’S 
A change in department managers brings Richard C. 
Sheridan to J. M. Daiger & Company, Baltimore, Md., 
as director of window and interior displays. He formerly 
had charge of displays for Thompsen-Ellis Company, 
Baltimore. 





GOETTMAN WINS PRIZE IN 
OPERA DISPLAY CONTEST 


Carl Goettman, display manager for Joseph Horne, 
Pittsburgh, was winner of first prize in the opera display 
contest, conducted during a recent visit of the Chicago 
Opera Company to the city of Pittsburgh. Mr. Goettman 
used the figures of Rhodames and Ammeris of the opera 
“Aida.” 





BUSSE GOES TO COSHOCTON AS DSPLAY 
MANAGER FOR. F. W. WOOLWORTH 
E. F. Busse has: assumed ‘eharge of the display de- 
partment for the dy We Woolworth Co; Coshocton, Ohio. 
He was recently engaged in -the. ee profession at 
Dover, Ohio. 
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More Profit Through Better Lighting 


Progressive merchants have found that well-lighted windows form <« 
great force in sales making and prestige building af 
By N. W. TOWNSEND : 
Lighting Efficiency Engineer, National Lamp Works of the General Electric Co...” 
EJHERE are four fundamentals of successful greatly improved lighting took place. Then the cry 


selling which can be applied to the average 
retailer, regardless of what his business may 
= or where he is located. These four fundamentals 
may be classified as being: (1) Window display; (2) 
store interior set-up; (3) word-of-mouth selling over 
(4) sales and..advertising beyond the 





the counter ; 
store. 

Proper lighting is of the greatest importance under 
1 and 2 of this classification, and it is to these two points 
that we shall direct your attention in this series of 
articles. 

Confinement of good lighting solely to the stores in 
down-town business districts is becoming a thing of the 
past. To be sure, the transition is not yet completed, 
but the advantages of good lighting for the small mer- 
chant in outlying districts, as well as for the down-town 
merchant, are so well established that it will not be long 
until the poorly lighted store is a thing of the past. 

In the industrial field, it was not until the World 
War that a very marked awakening as to the value of 





Bride Display by W. W. Rowley, Display Manager for The Emporium, San Francisco, Calif. 


was “Production! More production!” it was then 
ak industrial lighting tests were made ina final des- 
perate effort to further speed up the production of am- 
munition and war material for our army si vin France, 
These tests conclusively proved to prodtetion and 
safety experts that good industrial lighting ‘Was essen- 
tial to the speedy and dependable production of the 
huge stores of war supplies so urgently needed. Just 
as the value of good lighting was proved to‘industrial 
executives, the value of good illumination is to-day 
proving itself to merchants, both large and small. 
Going back to point —the window display—let us 
ask, whose windows are ‘seen? Whose are remem- 
bered. Whose are talked about? There is only one 
answer to questions such as these. That answer is, 
the ones that stand out from the rest so strongly that 
the interest of the passerby is definitely attracted. And 
that means plenty of light properly used. Mr. Average 
Merchant is not running a store for the blind. He is 
catering to folks with eyes, and quite naturally light is 
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DISPLAY 


Here is a background made 
with Cornell- Wood-Board 
panels and patent molding. 
Any number of panels can 
be held in readiness to sub- 
stitute for those in current 

















2 cry : : 
ine use. This permits you to 
give your window constant 
om variety at very small cost. 
am- 
ance, 
and 
ssen- 
f the 
Just 
strial 
clay 
et us 
& 
nem- 
nea your backgrounds in 
i is, 2 2 
th thirty minutes 
n 
Ae HIS Cornell window has the advan- 
1e 1S 
es tage of changeable panels so that you 
can readily shift from dark to light back- 
grounds or change your panels to the color 
that harmonizes best with the goods dis- 


played—and do it in jig time. 


No nails are necessary to hold in the 
panels. The patent molding does it.When- 
ever you want a change of background 


Here is a Cornell panel removed, showing the various parts of the mold- en 
ing. No tools iu aaahied. After the framework for the molding is in- all you have to do 1S install the frame- 


stalled you can keep sets of Cornell constantly under decoration in your - 
shops and make shifts as frequently as you wish. Cornell is suitable for work and put in standard 
decorations with paint, applique, plastic ornaments, etc., etc. 









Cornell costs very little, yet it’s sturdy. It is triple- 
sized to resist moisture, buckling and warping. You'll 
find it just like thin, smooth boards—all wood, noth- 
ing else. Furthermore, it’s mill-primed to take paint. 


CORNELL WOOD PRODUCTS COMPANY 
State-Lake Building, Chicago, Illinois 













Here is a series of detailed drawings showing the simplicity and effective- This is the thigd of a series of six advertisements on easy, on 
hess of operation of this economical molding. Send us the width and tical Or Ranaksr gar windows more attractive. You'll 
height of your bag and we will give you an estimate of molding pre y wa save ti 











whole series. They’re full of » 


costs. You can bity panels from your lumber dealer. fe While facts and ideas. Look for them. 


ey 
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one of the most important factors in his success. For 


HOW TO GET MORE CUSTOMERS light attracts. It makes people pause as they pass his 


windows, makes them stop and study his displays. 





The display windows of a store are in effect a stage 
where the merchant may compel attention by varied 
‘ and colorful appeal. Properly handled, they serve not 
only to attract attention to the merchandise, but also 
to create a favorable impression of the. store itself. 
There is nothing new in the recommendation to use 
high-intensity lighting in display windows. Thousands 
of up-to-date merchants have been using it so long and 
successfully as to leave no doubt of its practical money- 
making ability. 


ie Interior Must Be Well Lighted 


When we consider the second point mentioned, that 
of the store interior set-up or arrangement, we must 
insist that the lighting of the store interior is of no 
less importance in the display and sale of merchandise 
than is the use of high-intensity lighting in the display 
windows. 





S-X 
Display Racks 


Let Essex Racks Help You 





Generally speaking,sa‘customer’s first impression 


{ ; 

> SX Racks are the best store improvement you can of a store is based upon whether it is well, fairly well, 
make. They will enable you to give customers the or poorly lighted. It is quite natural for a customer 
quick, satisfactory service which wins trade. : , h ‘ ‘ : 
Let us show you how SX Racks Pull Profits. We 3 to reason that if the store is well lighted, it will also be 
ship our Racks on trial, use them ten days in your clean, its merchandise will be of quality that invites 


store and if not thoroughly pleased, satisfied, send 


hens Sinks at ont empeent. { close inspection, that the store’s policy is that of main- 


taining a store of inviting appearance, and that it prob- 
ably has_a staff of salespeople who are courteous and 
alert. 

The best proof that good lighting really pays and 
that it is a dollars and cents proposition, is shown by 
the increasing use of higher intensities of illumination. 
The large department stores and specialty shops were 
quite naturally the first to recognize the value of good 
illumination and to bring their store lighting up to the 


Lot 5X, for Shirts, 
Underwear, Fancy 
Vests, etc. Adjustable 
from 2 to 14 inches 
wide; 6, 8 and 9% in. 
heights. Per doz., all 
finishes, $24.75. 
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1 4 
? S-X Display Racks high efficiency which is permitted by the improved 
g are made in many sizes and styles, " ; 
2 for many kinds of merchandise. They ogee now on the market. But today the progres 
are finished in Nickel, Oxidized Cop- sive small merchant is as quick to renovate his lighting 


per, Statuary Bronze and Gun Metal. to higher standards as is the large department store. 


He has found that it is practically impossible to have 
lighting that is too good. 


Merchants everywhere accept lighting as an aid to 
sales. But certain wise merchants go even further. 
These are the real lighting “fans.” Every town—every 
big shopping district—has them. A store superinten- 
dent recently told me that his employer was almost a 
“fanatic” when it came to lighting—that he insisted 
upon having the very best lighting it was possible to 
obtain. Such lighting “fans” as these have discovered 





Lot SX, for Ties, Belts, Gloves, Sox, etc. Opens from 
YZ to 4 inches at rear, % to 6 inches at front, 3, 4, 3 


> 

5, 5% and 6 inch heights. Per doz., all segs Nap that lighting is not merely an aid to sales, an antidote 

% Lot DX, same as Lot SX except that it’s double sec- : Re: id : 
tion. Per doz. $2.50. ; for sales-depressing gloom—but that good lighting 1 


> 
4 
> 
> 
» 
> 


a constructive force in business, ranking in importance 
with other vital business forces that all merchants have 
; long since learned to know. 

In following articles it will be pointed out just how 
better lighting has helped various prominent merchants 
and how you can probably improve your own lighting. 


Send for Catalog 


Sylvan Specialty. Shop 


553 W. LAKE STREET CHICAGO, ILL. 


PELL PA 
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SOMETHING BRAND NEW! _ 


Spring Time is the right time to change the whole 
effect of your show windows. A different background 
will work wonders in boosting sales between May Ist 
and November Ist. 


Here are backgrounds of double-thick wall board, 
with columns, arches and railings of wood. The orna- 
ments are Plastik Compo, tinted in ivory and old gold. 
The panels are finished as desired to represent brick, 
Caen stone or scenery. 


ASK FOR SKETCHES, NO OBLIGATION 


A style exactly suited to the season or the peculiar- 
ities of your trade can be created by our artists. Send 
measurements or a floor plan. We will mail a sketch 
in colors with an accurate estimate immediately. 


There is Positively No Obligation Involved. 


Follow the lead of the three finest stores of their 
kind in Cincinnati—Kline’s, Jenny Shop, and La Mode. 
Investigate the low cost and high display value of 
Plastik-Art Backgrounds. 


WRITE TODAY! BE THE FIRST IN 
YOUR LOCALITY TO INSTALL ONE OF 
THESE BEAUTIFUL BACKGROUNDS. 


THE NATIONAL PLASTIC RELIEF CO. 


tn ti iin din Aine dn tenn is Adin is din fips diy dap iy dans ts don dans sds dan dn, dan dn ns tn dan ns dn din ip inci tn inci tn ne hin dinning, i ts p. 


SOMETHING UNIQUE! 


PLASTIK-ART BACKGROUNDS 


FLASTIK-ART BACKGROUNDS—KLINE’S, CINCINNATI, OHIO. 











APRIL 
BARGAIN 


A GRECIAN URN OF 
DURABLE COMPO 


36 Inches High, 15 
Inches Diameter, 
13x13 Inch Base. 


Choice of 
Antique Silver, 
Roman Gold or 

Old Ivory 


$18.00 


Urn alone _--__-__ $10.00 





Same combination 
in the New Polychrome 


$24.00 





Send for circular 
showing our cement 
vases, benches and 

flower boxes. 








lh 





My 











DIVISION OF NEWMAN MANUFACTURING CO. 


CINCINNATI, OHIO 


416 ELM STREET 
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C yhe A ats of 


DRAPING 
a ge 
MERCANTILE DISPLAY 


5 
Jerome A. koerber. 


A[{Comprehensive and Praétical Treatise on Principles and _ 
Praétice of Correét Draping for Mercantile Purposes : 


An Illustrated Text Book Supreme % 


The first and only authentic text book ever presented in the interest of draping for mercan- ke 
tile display. An illustrated treatise on the most essential phase of modern display, compre- p 
hensively and exhaustively presented by the world’s best known authority on Drapery and ) 
Draping. The author, Mr. Koerber, introduces, illustrates and graphically covers the evolu- 
tion of every known drape since 2000 years before Christ. No topic allied with the general 

subject is omitted in this brilliant text presentation. ie 


A Unique Contribution to the Display Profession & 





One hundred and twenty pages, more than 100 Six parts covering essentials of the art: Per- Ne 
illustrations substantial cloth binding, detailed de- spective, framework, backgrounds, composition, 

scription and diagrams for every known drape, balance, color harmony, color charts, fixtures, ie 

examples of drape evolution, chapters on merchan- equipment, merchandise, structure, historic drapes, ie 

dise knowledge, display department operation, color application of principles, ornamentation, the secret Ne 

harmonies with famed Koerber color circle, draping of draping, first principles, evolution of draping, 

examples from foremost directors of displays. draping accessories, correct employment of designs. NS 

q O O ie 

Dr 

Price Postpaid : 

( ostpal Ne 

% 

FIRST EDITION LIMITED—ORDER YOUR COPY TODAY 

ORDER BLANK % 

yr 

NR AC 1923 SPECIAL OFFER K 

THE vhs eae co, A copy of this new book, The ARTOF DRAP- {g 

, incinnati, 10. ° ’ ° ° ) 

Gentlemen: Enclosed find money order for ING, together with a year’s subscription to iS 

[1] $4.00 for 1 copy Koerber’s ART OF DRAP- The DISPLAY WORLD at a cash 4 00 iS 

ING-and 1 year’s subscription to The saving of $1.00—Both for___-------: $ ° e 

DISPLAY WORLD. If you are already a subscriber your subscription % 

_] $3.00 for 1 copy Koerber’s ART OF DRAP- y e a y dS 

ING. will be extended. % 

Precng postpaid to following address: Published by ie 

PEE a eae eee % 

x e a € > 

Ads 080 manne aetna The Display Publishing Co. & 

Sn ee State. ..sepesseuss thie "| = 

NOTE.—If remittance is by check 10 cents 1209-11 Sycamore St. Cincinnati, O. ie 

must be added for exchange. % 
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MERCHANT INTRODUCES NEW MATERIAL 
FOR USE IN DISPLAY WINDOWS 
OWARD OAKLAND, member of the progressive Ss 


clothing firm, Hoskins & Oakland, Hoquiam, Wash., BRASS RAILINGS 
has introduced a new material especially adapted for win- 
dow display purposes. It is now being employed in the DIRECT FROM THE MAKER? 
Oakland & Hoskins store and windows with excellent 


results in the form of window backgrounds, tables, pedes- 
tals, vases and urns, screens, panels, and in additional 








applications. 











sik i Newman Railings, famous for the past 41 years, 
NYS are now offered direct to stores at strictly whole- 
: sale prices. If you need railings or heavy rods of 
brass for velour curtains, etc., in your windows 
send measurements for our prices. 

They are ‘shipped completely assembled and 
ready to erect. 


BRASS AND BRONZE SIGNS 


Do not forget that there are no signs better than 
Newman Brass and Bronze Signs. 

ETCHED BRASS PLATES, made by our exclu- 
sive process in lots of three or less, at wonderfully 
low prices. 

CAST BRONZE TABLETS—tThe only everlast- 
ing signs on the market today. 

Any size or shape. Any style of lettering or 
special trademark accurately reproduced in the 
j metal that never wears out. 





Write today for our prices 


NEWMAN MANUFACTURING CO. 
416 ELM ST. CINCINNATI, O. 























“Timberlake” Colored Light Screen 


A Few Items Made With Mr. Oakland’s Material Seanl: WiRnsE Mietains an thie lien 


The novelty of the introduction brings into use clever 
manipulations of paper applied over a body worked up 
with a mixture of plaster. whiting and glue. The light 
paper which is applied to this body is deftly moulded by 
hand into a variety of. forms or designs and pressed. !t 
is then finished with colors desired. 

The possibilities of varied effects with this new process 
are great and include striking drapery presentations and 
beautiful furniture creations. This material can be em- 
ployed in every conceivable manner, characteristic of win- 
dow background material, and has the additional qualities 
of natural beauty. Its versatility includes its use also in 
the making of excellent forms for drapery purposes. 

The illustration shown here presents a few of the dis- 
play embellishments and essentials made with this new 
process material. The vases and urns are conservatively 
ornamented with the pressed paper effect, colored and 








Colored lighting effects now possible at moderate cost, by 
using “TIMBERLAKE?” Reflector Screen No. 754, as shown. 


Fits almost any shape of reflector up to ten inches diam- 
eter, and adjusts itself instantly to different sizes. 


Takes 10x10-in. square colored Gelatine slides, in red, blue, 





, : . : . iff lid ill 
polychromed. The table is also made from this material or, wie tale sta aa na silamnnia neil 
and is regularly used in the store as a display table. It Supplied with or without the colored Gelatine sheets. 
is substantial, durable and effective. Price per dozen for the Reflector Screen only, without the 


Gelatine color sheets, $6.00. 
| Prices of sheets in the different colors, $1.00 per dozen 





| sheets. B to specif hether colored sheets are wanted | 
NEW DISPLAY MANAGER FOR and caantie of ase colar iecleed, a a lasctili , | 
W. H. ROLAND STORES These prices are strictly F.O.B. Jackson, Michigan, and 
Ross C Comingor formerly of Sicux Falls. S. Dekota terms are 30 days net from invoice date, 2 percent 10 days. 
iN . e, y ’ : ’ 
has been appointed display manager for the W. H. Roland ps B. Timberlake & Sons 
Company, operating ready-to-wear stores in Bloomington Dept. D, Jackson, Michi 
and Springfield, Ill. Mr. Comingore will divide his time is wee. om 
between the stores and maintain a capable corps of as- Mienaiectuee Gin Disky Piterce cad Wine 
sistants. He succeeds Francis Farrell, who is now display Specialties 








manger for Wasson’s, Indianapolis. 









































~ 


THE DISPLAY WORLD 


How I Display Boys’ Clothing 


The same principles guiding the presentation of men’s clothing are 
applicable, but in showing boys’ wear the audience is mostly feminine 


By E. H. LEAKER 
Display Manager, Henry C. Lytton & Sons, Chicago 


Ps ) I is unnecessary to devote many words to the 

o) importance of detail perfection in the showing 
of boys’ clothing. Diligent attention is re- 
quired in the displaying of any product, and the dis- 
playman who fails to grant the due consideration to all 
details will fail in the accomplishment of displays of 
maximum sales value. 

The subject of displaying boys’ clothing includes 
the fact that women are the big buyers of boys’ cloth- 
ing. True, men have a share in the task, but it is in 
great measure a woman’s duty. And, granting this fact, 
there is the necessity of appealing to the woman. This 
is best done through appropriate settings functioning 
in conjunction with well selected and arranged mer- 
chandise. 





I have always found that a single color background 
has served best in boys’ clothing displays, and when 
this plan is followed it has usually been my custom to 
show a selection of suits in different color shades. 
Then, too, have I frequently used one color suit show- 
Always, however, I avoid the heavy showing of 
a great number of vari-colored suits, since such a show- 
ing lacks character, and fails to bring any particular 
suit to the attention. When a display fails to present 


ings. 
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of Boys’ Clothing by E. H. Leaker, for Henry C. Lytton & Sons, Chicago 


a point of interest strong enough to attract interested 
attention, then it is a failure. There must be something 
about every display strong enough to arouse interest 
if that display is to be successful. 

Just as men’s wear displays insist on simplicity of 
merchandise presentation and display setting, so does 
the boys’ clothing display demand a conservative treat- 
ment of decoration and merchandise arrangement. 
Then, also, must we guard against the too promiscuous 
or wrong use of colors. 

It has been my practice to decide on my color em- 
bellishments, even to the background, after the selection 
of suits to be shown in the display has been made. In 
this way there is no chance for color conflict and many 
inconveniences due to possible alterations in plans are 
avoided. 

Boys’ clothing, like other forms of merchandise, 
may be displayed in conventional or unconventional 
arrangement, one form being as resultful as the other 
where principles of display are observed. Personally, 
I vary my displays, on one occasion grouping in a sym- 
metrical fashion, and on another avoiding regularity 
of arrangement. 

Forms are invariably used in my displays, though 
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each grouping usually finds one or two examples of 
clothing drapes. Accessories should be selected to con- 
form with the character or use of the clothing displayed, 
using such items as skates, sweaters, gloves, hockey 
sticks, when winter suits are shown; baseballs, bats, 
tennis rackets, etc., when vacation suits are shown. 

The photographs shown here are of boys’ clothing 
displays recently made in the windows of the Henry C. 
Lytton store. Each display is varied in color selections 
and in grouping, while one includes the use of price 
tickets and the other relies on a single show card. 
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Another Arrangement of Boys’ Wear by E. H. Leaker for Henry C. Lytton & Sons, Chicago 





The practical adaptability of the plateau is here to 
be noted, and also may be noted the possibility of in- 
jecting appropriate color with the employment of plush 
as the principal medium. The novel and effective fruit 
clusters provide all that is needed in the way of em- 
bellishment. 

While these displays are in no manner crowded, it 
is well to observe how advantage has been taken of the 
opportunity to suggest possible customer needs through 
the presentation of caps, gloves, shoes, shirts, collars, 
handkerchiefs and ties. 


<0 0 


CONNECTICUT DISPLAYMEN’S ASSOCIATION 
FORMED—ALENIER FIRST PRESIDENT 

‘IE Connecticut Display Men’s Association was organ- 

ized on the night of March 20, following a banquet ten- 
dered state displaymen and representatives of the New 
York Displayman’s Club, by Henry Shartenberg, president 
of Shartenberg & Robinson, New Haven, Conn. H. L. 
Alenier, display manager for Shartenberg & Robinson 
was unnamimously chosen as the first president of the 
State organization. 

Forty displaymen became charter members of the new 
association, which it is planned, will form a part of a 
great Eastern division, taking in the territory from Penn- 
sylvania to Maine. The formation of the Connecticut club 
is the direct result of the active campaign of display asso- 
Ciation expansion sponsored and directed by the Metro- 
politan Display Men’s Club. Present at the New Haven 
meeting were several Metropolitan display leaders, includ- 
ing, J. J. Cronan, display manager for L. Bamberger & Co., 
Newark, and president of the Metropolitan Display Men’s 
Club; William Tishman, display manager for Hahne & 
Co, New York; Edward Munn, display manager for 


Franklin Simon & Co., New York.; A. W. Malet, display 
manager for R. H. Macy & Co., Inc., New York; George 
Rooney, display manager for Abraham & Strauss, Brook- 
lyn; Richard Daugherty display manager for Bedell’s, New 
York; Lawrence McArdle, display manager for Orkin’s, 
New York; George Wihlborg, display manager for 
Worth’s, N. Y., and Willard D. Hart, special representative 
of The DISPLAY WORLD. 

Speakers at the meeting were Henry Shartenberg, J. J. 
Cronan, William Tishman, George Rooney, H. L. Alenier, 
Williard D. Hart, and J. Bernstein, R. Rosenstein, and M. 
Adams of the Shartenberg & Robinson Co. 


Officers of the new state association are: 


President H. L. Alenier, Shartenberg & Robinson, New 
Haven; vice president, L. C. Penwarden, Gamble Desmond 
Co., New Haven; secretary, Edward P. Frink, Albert 
Steiger & Co., Hartford; treasurer, H. P. Cleary, Howland 
Dry Goods Co., Bridgeport. Carl Walders, Hamilton Co., 
New Haven; W. F. Young, J. H. Brewster Co., Derby, and 
Robert A. O’Connor, Jones Morgan & Co.; Waterbury, 
were selected as trustees. 
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With the New York Displaymen 


Bride displays prominent in Fifth Avenue windows—Rooney’s towel 


display attracts crowds—Displaymen assist in forming new association 


By WILLARD D. HART 
Special Correspondent, The Display World 


=} ASTER and the proverbial bride took its place 
among the favorites in the display windows 
of the local stores during the latter part of 





of displays of many kinds commanded the attention of 
the window shoppers. 

An educational display showing the complete in- 
terior of the Pillsbury flour mill drew a large crowd at 
R. M. Macy & Co., Inc. An exact replica in miniature 
form of the large flour mills was shown with the 
front and side wall out, so as to enable people to see 
the interior. The mill runs solely by water power, and 
this was shown by a slow running stream of water 
from the rear of the mill down into a tank placed in 
the bottom of the window. 

An Egyptian scene was used by George Rooney, of 
Abraham & Straus, Inc., Brooklyn, to feature Turkish 
towels. The bartering of Egyptians on the desert 
could not be improved upon as a background for the 
showing of this material. Everything in the window, 
even the clouds in the sky, which formed the back- 
ground, was composed of towels. There was one 
seamy old pyramid of towels near the middle of the 
corner window, and another in low relief standing out 
of the background. Colored towels laid in puffs and 
humps composed the ground around the pyramids. 

Two shieks at the right of the Livingston street 
window squatted in the midst of their wives and were 
dickering over them. Two more Bedouins on the Hoyt 


Spring Display of Tires by Display Manager Stratton for Goodrich Rubber Co., Akron, Ohio 


Street side were standing in the background. Clouds 
of towels floated in oblique lines across the sky above 
the border of the oasis marked by a line of dark colored 
toweling. The hiring of an expert on objects from the 
Far East at R. H. Macy & Co., Inc., is a big aid to the 
display department. The aid thus afforded was re- 
cently illustrated when they presented an educational 
window display showing an authentic presentation of 
a Chinese temple with hundreds of authentic pieces of 
Chinese pottery and other articles. This window was 
mainly for the purpose of catching the eye of connoi- 
seurs of such articles, to illustrate that R. H. Macy & 
Co. were authorities on the subject. 

Larry McArdle, at Orkin’s, made his store have all 
the appearance and glory of the Eastertide with exten- 
sive displays of real ferns, lilies, and other flowers, 
placed on fixture tops throughout the main floor and 
in the windows. He featured an Easter bridal trim 
that was very effective. Eddie Munn, at Franklin 
Simon & Co., also featured the Easter bride and ac- 
companied it with a window of gowns for the brides- 
maids. 


Hadley Waters, of Avedon’s, illustrated the value 
of his cut-out figures recently when he simply had them 
repainted to appear like Egyptian mummies. This 
shows that the figures can be made suitable at very 
little expense to keep up with the changes in style and 
demand. 


The first step in the formation of a Great Eastern 
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Another Opening Display by H. H. Tarrasch, St. Louis, Mo. 


Display Division was taken on Tuesday evening, Marchi 
20, when Henry Shartenberg, president of Shartenberg 
& Robinson, New Haven, Conn., tendered a banquet to 
the displaymen for the purpose of organizing a Con- 
necticut Displaymen’s Association. H. L. Alenier, dis- 
play manager for Shartenberg & Robinson, was elected 
president of the newly formed organization. 

Henry Shartenberg, in addressing the meeting that 
followed the dinner, stressed the fact that it was his 
belief that the position of the display manager in a 
retail store was soon to play a very important part in 
the life of such establishments. He spoke of the 
broadening out of the displayman’s art in the past 
twenty-five years, and predicted that in time to come 
advertising rates in the daily newspapers would become 
too excessive and cause the merchants to turn to other 
means of advertising. “The Shopping News,” as used 
in middle western cities, was referred to by 
Mr. Shartenberg as one means of overcoming 
high newspaper rates. The “Shopping News,” 
however, must be followed through by the 
window. and interior displays. After the 
“Shopping News” has been delivered directly 
into thousands of homes and brought the peo- 
ple down to the stores, it will be the duty of the 
display manager to trim his windows so as to 
sell the merchandise which attracted the atten- 
tion of the customers in the “Shopping News.” 
Not only will the windows play an important 
part, Mr. Shartenberg said, but also the in- 
terior. With such changes in view, it is easy 
to realize how important the display manager 
Will he in the life of retail stores in the future, 
he declared. He wished the new organization 
all the suecess possible and hoped they would 
get together monthly for interchange of ideas 
and information. 
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A committee of four New York display- 
men, consisting of A. W. Malet, R. H. Macy 
& Co., Inc.; George Wihlborg, Worth’s ; Law- 
rence McArdle, Orkin’s, and Willard D. Hart. 
special correspondent for The DISPLAY 
WORLD, acted as judges at the recent annua! 
Spring opening week display contest held by 
the Merchants’ Bureau of the Chamber of 
Commerce of Waterbury, Conn. The commit- 
tee was surprised to find windows that com- 
pared very favorably with those in New York. 
Color effects played a large part in many o? 
the displays. The Waterbury displaymen in 
some cases hurt their chances for winning an 
award by ‘the use of high colored artificial 
flowers that detracted from the general scheme 
of the setting used. 

The Jones Morgan Co. was declared the 
winner of the grand prize for the best win- 
dows of all classes. and the first prize for the 
best display in men’s clothing. The New 
York Toggery Shop was given first place in the gent’s 
furnishings, skirt and hat store division. Manhattan 
Cloak & Suit Co. received first honors in the apparel 
field; Suganheimer’s were first in the millinery class ; 
Franken’s in the boys’ and girls’ clothing division ; 
Doge Shoe Co., shoes ; Boston Silk Co , in piece goods ; 
Hampson, Mintie & Abbott, furniture, and C. A. Tem- 
pleton in the miscellaneous group. 

The following were given honorable mention: Up- 
son & Singleton Co., J. Johnson Co., Grieve, Bissett & 
Holland, Payne’s Millinery, Walk-Over Shoe Co., Main 
Silk Shop, Hodley Furniture Co., and Connecticut 
Light & Power Co. 

Lawrence Cooper, formerly connected with the dis- 
play departments of James McCreery & Co., John 
Wanamaker, and other New York stores, has been 
n°med as director of displays for Scheiman’s. 
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One of R. T. Whitnah’s Striking Displays for Crosby's, Topeka 
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An 8-day electric Time Switch that sate 
operates four time a day, will ring elec- tas 
tric bells and operate motors on siren a 
whistles in large offices and factories for ¥as% 


Oa 


starting and stopping work morning, 






noon and night. hives 
The clock movement is equipped with ae 


an 11 jeweled Waltham watch escape- 
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ment with chronoscape attachment which erat 
insures accurate time. Aes 
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A years’ guarantee with every clock. #3 
We specialize in automatic electric timing ‘ss 
devices. It will pay you to investigate. 


The A&W Electric Sign Co. 


CLEVELAND, OHIO 
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INCREASE YOUR SALES 
With This Attractive, Attention Compelling 


Display Card Holder 


for Department and Window Display 








YOUR 


DISPLAY CARD 




















Outside Size, 15x25 Inches 


Insures attention to your displays because of its 
novelty and attractiveness. Equipped with metal 
easel—will stand on counter or fixtures. Fine for 
use in window displays. Can be used over and over 
again by pulling out old card and inserting new one. 
Made of No. 1 bass wood, finished in white enamel 
paint. 


SEND FOR PRICES 





48 E. Fourth St. 


St. Paul, Minn. 























Pacific Coast Display Notes 


Seattle has great fashion review—Maxwell’s 
“‘cameo”’ display attracts unusual attention— 
Other notes of interest 


By DAVE E. ANDERSON 


Pacific Coast Correspondent 


Saol|HE “Spring Fashion Review,” conducted in 
Seattle, Wash., the week of March 5, resulted 
in window showings the like of which has 
never been seen in this city where first-class window 
displays are the rule, not the exception. While there 
were special prize awards in certain classifications, the 
displays of the department stores were non-competitive, 
The windows of the specialty stores were judged by 
the display managers of these department stores. 
Browning, King & Co. was awarded first prize, and 
R. S. Graham, Inc., took second. The Walk-Over 
Boot Shop won third prize, while fourth honor went 
to the Florence Company. 





Perhaps the outstanding display feature of the big 
Seattle stores was at Frederick & Nelson’s, where 
Frank Maxwell directs the display department. Other 
stores to offer unusually striking displays were: Mc- 
Dougall-Southwick, Rhodes Co., Grote-Rankin, and 
Bon Marche. 


The feature or central point of attraction in Mr. 
Maxwell’s displays was the showing entitled “Cameo.” 
The background of the display was midnight blue vel- 
vet drapes. Against these drapes and about five feet 
above the floor was a beautiful coral cameo, surrounded 
by a massive gold frame. A pretty blonde wax figure 
dressed in lovely gown of all white lace constituted the 
figure of the cameo. While this display was in place 
crowds were constantly in front of the window. All 
of the other displays of the series were of striking 
beauty and effectiveness, while the interior breathed 
the atmosphere of Spring, with huge, suspending 
wicker baskets filled with wistaria sprays. 


The new Spring fabric, camel’s hair, was the inspt- 
ration for a very effective display in the large corner 
window of Fraser-Paterson’s, Seattle. The background 
was an Egyption desert scene, painted, and draped at 
the ends with purple hangings. The floor was covered 
with fine white sand. In the right foreground was a 
life-sized camel, while on the other side was repre- 
sented the oasis, with a small grass mat, a sunken foun- 
tain, and a tall palm tree under which was a stone 
bench. Seated on the bench was a figure dressed in 
camel’s hair, while near-by was another figure simi- 
larly attired. The display was designed and arranged 
by C. W. Johnson, display manager for the Fraser- 
Paterson store. 

Lunquist-Tilly’s Upstairs Clothes Shop, Seattle, 
boasts 1,000 square feet of window display space, every 
inch of which is kept constantly working to advantage. 
Right now, sign boards, such as one sees along public 
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highways, are playing a novel and profitable role in 
three windows on Pike Street. These great sign boards 
are painted white, with strong black letters announcing 
that Lundquist-Lilly is offering the last word in fash- 
ions, and other such advertising phrases. The clothing 
and accessories are excellently grouped, with simplicity 
of treatment the keynote. 

An artificially arranged and unusually attractive 
window display, featuring Manhattan shirts, under- 
wear and pajamas, now dominates practically the en- 
tire window space of “Silverwoods” at the corner of 
Broadway and Sixth, Los Angeles. Baskets of Spring 
flowers are deftly placed which, together with the beau- 
tiful fabric colorings and draperies, present an atmo- 
spheric harmony emblematic of Spring. 

An original oil painting of the “Manhattan Man,” 
coupled with colored posters, comprise part of the dis- 
play, which has as its central element a large framed 
banner of blue and gold on which is fastened the blue 
ribbon gold medal award given Manhattan shirts at the 
Panama-Pacific international exposition. Photographs 
of the Manhattan plants in New York depicting views 
of various manufacturing departments are also por- 
trayed. 

The merchandising department of the Manhattan 
Company has placed at the disposal of Silverwoods a 
large variety of display material and special accessories 
for the purpose of making this Spring window display. 
A. K. Rebard, merchandise manager of Silverwood’s, 
has personally supervised this display and is largely 
responsible for acquiring the many fabric novelties 
which lend such a decided aid of smartness to the pres- 
ent showing. 

A variety of distinctive designs in shirtings, pat- 
terned exclusively by expert craftsmen in the Manhat- 
tan factories, give evidence of the new trend in shirt 
styles. Beautiful materials characterize these models 
and present a tempting appeal to all passers-by. 

The fabrics displayed are said to be self-loomed 
materials, self-dyed and self-patterned by special pro- 
cesses developed within the Manhattan organization. 
This company, one of the oldest shirt and underwear 
manufacturing institutions in the country, has through 
years of thoughtful study perfected many unique ma- 
chines and individual processes which they claim con- 
tribute to the distinctive appearance of Manhattan 
products. 





E. F. NELSON NEW DISPLAY MANAGER 
FOR S. N. WOLBACH SONS 
Announcement from the store of S. N. Wolbach Sons, 
Grand Island, Nebr., advises of the selection of E. F. Nel- 
son as the new display manager for this progressive de- 
Partment store. Mr. Nelson was formerly in charge of 
displays for Rudge & Guenzel Co., Lincoln, Nebr. 





WINS PRIZE FOR BEST DISPLAY 
The Service Shoe Shop, Huron, S. D., has been awarded 
a $10 cash prize in a display contest recently conducted by 
the Edmunds Shoe Company, Milwaukee. 
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Nude art studies for the use of Artists, Sculptors 

and students, in place of the living model. Black 

and White Photos, 5x7 and 7x10 inches, sharp prints 

from original plates posed to get needed high lights 
and shadows. 


Send 25c for miniature samples. We have over 
500 different poses of many different models. 


SHAW PUBLISHING COMPANY 
44 Boylston St. Dept. E-4 Boston, 11, Mass. 








Window 
Displays that 
Mean Business 
That’s What We Furnish 


Backgrounds made up with our 
novelty papers, artificial flowers, 
novelty plaques and decorative 


units are sure “business-getters.” 


The Wonder of the Age 
The Acme Revolving Table 


Get in touch with us 


DOTY & SCRIMGEOUR 
SALES CO., Inc. 


30 Reade Street 
New York 
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THE DISPLAY 


Putting the Punch in Show Cards 


The second of a series of articles on “Show Card Writing’’—Writing 
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the copy to seven different arrangements 


By B. A. RAINWATER 


Master Authority in Show Card Making, St. Louis, Mo. 





: HE canvas is before us. It is inviting us in 
Va) § silent tones to come, enjoy ourselves with our 
|_@_} utmost indulgence. So here’s hoping the price 
of canvas will be worth more at the end of our story 
Now, substitute a piece of 
white cardboard for the canvas, and write a show card 
announcing “A Spring Style Exhibit of Top Coats.” 

A special place to write cards should be mentioned, 
consisting of a slanting top desk, stool, etc. Black 
waterproof ink is the best to use, and with letter pens 
it flows perfectly. Every card shown in this article 
was written with waterproof black ink. The ink will 
dry to a cake on pens when laid aside, but I use an 
ordinary pen, not in a holder, to quickly scrape the 
lettering pens before using again. 





we: 4 


than at the beginning. 


We shall write these cards with lettering pens. To 
make it easy, we shall have before us about fifteen or 
twenty pen-holders, with a different style of pen in 
each, which will give us the opportunity to take care 
of most any kind of card we wish to create. We will 
say the same for brushes from the smallest brush up 
to one and one-quarter inch flat stroke. Why such 
large brushes? Because we are going to write special 
sale cards and flyers for the windows; in fact our pro- 
gram will include the small lettered testimonial up to 
and including a seven-foot window strip or paper flyer 
with air-brush and everything, which during a sale is 
posted on the window glass just under the valance. 

We have a letter from one of our readers asking 
for suggestions on a rather plain, neat, black and white 
card suitable for a clothing store. I have decided to 
make a feature of this one copy, writing it to seven 
different arrangements on the card, using pens. What’s 
the use of doing this? One reason is to show that any 
copy has elastic possibilities, the.same as a “jag” of 
neckwear has, in creating the various units in window 
display. 


What is a show card? It’s the highest form of 
lettered advertising for window displays. What are 
the constituent elements? Direct, condensed, complete 
and legible stories artfully spaced. Why? Because 
its quality appeal reflects upon the merchandise. A 
card modestly introduces the quality of the display, and 
an introduction of anything should be absolutely cor- 
rect in form, or as nearly so as we can make it. ' 

The seven arrangements of our story or introduc- 


ABCDEFGHIJKLMNOPQRS TUVWXYZ 
abcdetghijklmnopgrstuvwxyz *668 


ABCDEFGHIJKLMNOPQRS TUVWXYZ 
abcdef¢ghijklmnopqrstuvwxyz #0 
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QRSTUVWXYZ “si 
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rstuvwxyZ 


B. A. Rainwater’s Alphabets Used in Making Cards 


tions to spring top coats carries a similar form of let- 
tering which, if any one chooses to stay with these 
alphabets, they can write cards of many treatments, 
thus avoiding monotony. Creative possibilities are in- 
finite with these few styles of plain alphabets. Practi- 
cal demonstration for the artistic eye to behold is more 
beneficial than a book of theoretical reading-matter. 
Don’t you think so? 

The numbers of pens given in describing this set 
of show cards are found in Esterbrook’s line of draw- 


ADODEFGHISKEMMNO 


PQORSTUVW 


XYZ #1] Pen -draightened 


abcdefghijklmnopqrstuvwxyz 


Alphabet Made With No. 11 Pen (Straightened) by B. A. Rainwater, St. Louis, Mo. 
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Card Styles Nos. 1 and 3 


ing and lettering pens and can be purchased from any 
show card supply dealer advertising in The DISPLAY 
WORLD, excepting the Esterbrook No. 668 pen, 
which is an individual combination to which I attached 
an ink retainer and which I use for the moderately fine 
line in drawing. You will find it more practical to use 
black waterproof ink with a pen that has a retainer 
attached. 

A good suit of clothes, neatly pressed and brushed, 
will help a merchant to an inviting personality ; and for 
the same important effect why should he differ in this 
custom with the reputable appearance of his store in 
general and the windows especially ? 

Keep morale up. Don’t sacrifice store prestige for 
cheaper cards ; use the best. It requires about the same 
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Card Style No. 2 


skill for the experienced combination displayman-card 
Writer to balance a window trim as to balance a display 
card. He knows where is the psychological spot in the 
display to poise his show card to be most effective. 

Card writing equipment shouldbe orderly and in 
well-kept condition. If your brushes are beginning to 
Wear round at the corners, discard and get new ones, 
as I have found that the good new brush will do all 
you wish for. 
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OUR CATALOG No. 9 


“Most valuable catalog for Card 
Writers and Display Men”—that’s the 
general verdict. An interesting and 
attractive story is presented by means 
of illustration and text, affording you 
a convenient means of ordering all 
your requirements of an old, reliable 
house that specializes in Service. 


This is the season of the year when 
the “Get Busy” signal is flashed to 
all display men. Let our new Catalog 
be your “first aid.” Write us today! 


Bert L. Daily 


126-130 E. Third St. Dayton, O. 


















We have openings for Show Card 
Writers who have completed our 
special course of instruction. The 
demand today far exceeds the supply 
and is getting greater and greater every day. 

The Standard School of Lettering, which is a department 
of The Standard Show Card Service, Inc., the greatest Show 
Card concern in the world, is now offering a practical course 
in Show Card Writing to help supply this ever-growing de- 
mand. The master craftsmen of this great concern will be 
your instructors, and, with the aid of the Motiograph, can 
teach you during your spare hours at home to quickly 
qualify for these great opportunities. 

Would you be interested in a fascinating, easily acquired 
work that would add to your earning ability in your pres- 
ent position, or qualify you for the limitless opportunities 
of full-time Card Writing and Lettering positions, or would 
you like to establish a business of you own? The coupon 
below is the first step. It will bring you complete informa- 
tion, without any obligation. Send it today—now! 


School of Lettering 
633 Ravenswood Ave., ~~ Chicagp, Tl. 


Please Send Me Further Information ——— 
aS 
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What the “Passerby” 
Thinks of you 9 
or Your Store ¢ 

largely depends on your 


Show Cards and Window 
Backgrounds. 


Don’t Let Your Displays 
Destroy Public Confidence 


make yours so attractive that 
they create a desire to buy 
and like a magnet—fairly pull 
the Customer “IN.” 


Advertise 


A Parrot Can Talk But He’s No Salesman 
Some Signs—Show Cards Don’t Even “Talk” 
PAASCHE AIR BRUSHES make Your 
Display So Good They Tell Your Story 


to Your ‘““Tomorrow’’ Customers! 
WRITE FOR CATALOG 


Sadche Air Sush Co. 


1902 DIVERSEY PARKWAY CHICAGO 
Makers of Air Brushes—Accessories, Acknowledged the BEST. 
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DULL COATED 


Works with THE ARTIST in PRODUCING ATTRACTIVE SIGNS 
THE 22 COLORS ARE SUPERB,MANY OF THEM ENTIRELY NEW 
WHITE-IVORY- TAN-GRAY-LIGHT BLUE-LIGHT GREEN-LAVENDER 
BLACK-NEWBLUE-TROPICAL GREEN-SHETLAND GREEN-TANGERINE 
TURKEY RED-COCOA-OX BLOOD-ROYALPURPLE-BEAUTY PINK 
OLDROSE-BUTTERCUP YELLOW GULF BLUE-TERRACOTTA: CASCADE BE 
SEND FOR FREE SAMPLES 





HURLOCK BROS COMPANY~ 


3436-38 MARKET ST. PHILADELPHIA 











Card Style No. 4 


Each month three to four cards submitted to us by 
our subscribers will be selected for corrective improve- 
ment, either in spacing, lettering or phraseology, and 
cuts thereof published in the following issue, without 
designating whose cards they are. Watch these DIS- 
PLAY WORLD articles. Probably your card will be 
in the corrected group. If your card passes inspection 
and needs no correction, you will be so informed, as 
we believe in applauding merit and gladly offer our 
services to the displayman-cardwriter. In this manner 
all corrections will be made in numerical order as re- 
ceived. The invitation is extended to you to submit a 
card by mail to The DISPLAY WORLD. Plain, per- 
fect card lettering is the real worthy ideal for students. 

Regarding black, white and colors, regular show 
card paint works perfectly with the flat pen, which has 
the same style of point as a textwriter pen only the 
point is longer and more practical with retainer attach- 
ment, and are especially ideal when you are in the midst 
of small price tickets and desire a quickly written col- 
ored price. There is no better container for this pur- 
pose than a spoon used by dipping your brush in show 
card paint and putting a small quantity in the spoon. 
Then dip the brush in mucilage water carrying enough 
to the paint until thinned to proper flowing consistency 
for the pen. A little experience on this will agreeably 
surprise you. Occasionally stir coloring in spoon with 
same brush. The point of the pen is layed rather hori- 
zontally in the spoon to collect color in the retainer 
and must be stirred frequently to avoid settling. A 
small quantity of color will write one hundred tickets. 

You ask, why not write the price on with the brush? 
The flat stroke pen has it on the brush a dozen ways, 
for small price tickets. Every pen for this class, or any 
kind of work, should have an ink or color retainer 
attached. If you have a favorite pen, put a retainer on 
it for greater results. I have used this same pen color 
solution for all air brush purposes with excellent suc- 
cess. 

A show card is more than paper and ink; there's 
the spirit of arrangement, known as style. Arrange- 
ment is the strongest factor of a card, the cornerstone, 
and it’s the silent way you have expressed what you 
have to say, recognized as “Card Oratory of Expres- 
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Spring Style Exhibit 


“Topcoats 
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Card Style No. 5 


sion.” Picture arrangement of type; it’s one kind of 
hnguage within itself; it stops you, makes you read, 
aid is most highly studied by the foremost national 
advertisers. 

Any copy should give general information and avoid 
minute details; therefore we overlook a wonderful 
asset if the English language is not made our interest- 
ing study. No other generation, I dare say, has experi- 
enced greater thought expression in type, in general 
or select advertising than the examples of our national 
journals and billboards exhibit today. There is unlim- 
ited free instruction in these, and if you are going to 
bea “man of letters” for show cards, stay home even- 
ings and burn some midnight oil. That is how the 
treasured talent is developed. 


Here is a little personal history of how I broke into 
the “art” of window display and show card writing. 
It indeed was very unexpected and simple. I was 
collector at the age of twenty years for T. B. Boyd 
Dry Goods Co. It happened on the twentieth day of 
January (many years ago), a very cold day, and the 
alley door of the said firm quite frequently was left 
open, and Mr. T. B. Boyd happened to pass as I was 
losing the door after someone. He said, “Bert, put a 
sign on that door.” Why should he ask me to write a 
sign? I never had. But there was the command that 
brought out my talent, then dormant. 


{n those days the store owned a rubber stamp card 
outfit, used on all window cards. Oh my! those were 
the days. Well, I had never written a card with a 
brush or pen, excepting some pen lettering on school 
Work. I tried, with a falcon pen and a bottle of writing 
ink, as kids will do, drew a picture that somewhat re- 
‘embled one of the salesmen with his finger of admoni- 
tion poised, and added, “Please Keep This Door Shut.” 
The next day Mr. Boyd passed by the door, saw the 
‘ign, and, rather agreeably surprised, asked who wrote 
the sign. I admitted the guilt with timidness. “Well,” 
‘id Mr. Boyd, “I’m going to make a window trimmer 
out of you, and you can write cards for the window.” 
There was the start. A small incident turned my life 
into this channel. I’ve many times felt a thankfulness 


toward that man for that little reward for my effort 
in‘ ‘trying. ss 
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INDIVIDUAL 
DISPLAY 
CARDS 
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Send for 


Circular 











FRENCH DESIGN 


THE COMPLETE LINE OF 


CARD BOARD 


With Trimmed Edges and 
Gray Granite Back 


CHICAGO soaro COMPANY 


664-670 Washington Blvd., Chicago, U. S. A. 
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COMPLETE BRUSH AND PEN 
OUTFITS 


These outfits contain everything necessary for 
the Card Writer and Displayman. 


BRUSH OUTFIT FOR $2.00 


1 No; 12 Pure Sable Rigwer....-- = 2-222 -S $ .90 
I No. 8 Pure Sable Ripeer_..-- <2. =e 50 
1 No: 6 Pure Sable Kipger....2...---- =.= Eb 
2 2-Ounce Water Color (Red & Black)------- 50 
1 Razkut’ Gard Cutter... 2. 2 oe ee 2 
1 Show Card Instruction Book—FREE 

TOTAL VALUE ..ct¥es.2-2----24 $2.50 

PEN OUTFIT FOR $1.00 

i Set Somegbat Pine... -.655425 0S $ 30 
1 2-Ounce: Speethall Ink... 2-2. .--=..-..-- 25 
1 Speedball Instruction Book----------------- th 
i Double End Penhoider.............-=--—--— 15 
1 Set (12) Round Writing Pens-_-------------- 20 

TOVEAL, VARA Bicccceecesiictncnnne $1.25 


These Outfits will be Sent Prepaid 


oArthur OF. Gioerauf ©Co. 


Sign & Show Card Supplies 


525 Woodward Ave. Detroit, Mich. 
Send for Illustrated Catalogue 




















LEARN TO PAINT 


SIGNS OR SHOW CARDS 


I will teach you by mail until qualified. Big oppor- 
tunities—Sale cards—Banner signs used in enormous 
quantities. Three separate courses—Sign Painting, 





Show Card Writing or Commercial Lettering. Old- 
est and Largest school of its kind. 
Write for complete 
particulars. Address 
















CARD WRITERS 
FREE CATALOG y.0° c:, 


Your Copy 
Over 100 pictures of Brushes and Sup- 
plies. Address Desk W-23. 


DICK BLICK, Mgr. 
Galesburg 





Illinois 





YOU WILL MAKE MONEY BY USING — 


STENCILS 


For Show Cards, Backgrounds, Furniture 
and Interior Decorating — Catalog 50 Cents 


P. M. Brockman, Epler Building, Seattle, Wash. 


WORLD 
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Going to work every morning, I’d wonder how | 
was going to get through the day; and, knowing noth- 
ing of show card or window equipment, either brushes 
or pens, I wondered whether I hadn’t placed myself in 
a terrible position ; but with doubled up patience to my 
liking I labored away. Orders and commands came 
thick and fast, and I soon found myself considerably 
a combination man, susceptible to orders from anyone 
with always more work to do. I accepted conditions, | 
have since realized, philosophically, and considered 
“everything that happens is a part of the job.” This 
principle, I have observed, is the backbone of any suc 
cessful position. 

The following will indicate the respective pen styles 
used in the various card examples illustrated in cor- 
junction with this article. Where the word “straight 
ened” appears after pen number, this indicates that the 
pen was altered from its original angular state and 
bent to a straight point, in order to make the letter a 
inscribed. 

In card No. 1, Spring Exhibit, No. 12 pen; Style, 
No. 11 (straightened) ; Topcoats, No. 13 pen. 

Card Nu. 2—Spring Styles, No. 1; Exhibit, No. 11; 
Topcoats, No. 3; Waterproofed, etc., No. 668. 

Card No. 3—Spring Style Exhibit, No. 11; Water- 
proofed, No. 11 (straightened); Topcoat, No. 3: 
small lettering, No. 10. 

Card No. 4—Spring Style Exhibit, No. 16 (straight- 
ened) ; Waterproof Topcoats, No. 13; small letters, 
No. 10. 

Card No. 5—Spring Style Exhibit, No. 6; Top 
coats, No. 13; small lettering, No. 10. 

Card No. 6—Spring Exhibit, No. 11; Topcoats, No. 
13; small lettering, No. 1. 

Card No. 7—Spring Exhibit, No. 6; Style, No. Il; 
Topcoats, No. 3; small lettering, No. 668 with retainer. 





HILTON GOES TO MIKE PLAUT & CO. 
J. H. Hilton has resigned as display manager at Kaut- 
man’s, Decatur, IIl., and is now engaged in directing adver 
tising and display for Mike Plaut & Co., Danville, Illino', 
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OKLAHOMA CITY CLUB ACTIVE— 
HOILE ADDRESSES DRUGGISTS 


The Oklahoma City (Okla.) Displaymen’s Club, at 
their recent meeting, conduct an educational program of 
exeptional merit featured by a demonstrating of model 
draping by Harry W. Hoile, display manager for Rora- 
baugh-Brown Dry Goods Company. Plans were also dis- 
cussed for the club attendance at the 26th annual conven- 
tion of the I. A. D. M., and its participation in competi- 
tive demonstration programs. 

Harry Hoile, nationally known artist, and former pres- 
ident of the I. A. D. M., and the present leader of the 
Oklahoma City club, addressed the meeting of the Phar- 
maceutical Society, at Oklahoma City, on April 17, taking 
for his subject “How to Make the Drug Store Display 
Sell More Merchandise.” Sharing program honors wiih 
Mr. Hoile, was Display Manager Hill, Roach & Veasey’s 
Oklahoma City. 





The great display windows of the Alms & Doepke Co., 
Cininnati, have been recently equipped with elaborate 
valances. Natural monks cloth is the material used, with 
black monograms in center of each panel. 





BODINE-SPANJER RE-ORGANIZATION WILL 
ENHANCE SERVICE EFFICIENCY 
The Bodine-Spanjer Company, Chicago, nationally 


famed as one of the leading decorating organizations in 
the country has recently re-organized and new officers 
elected as follows: 

President, Henry J. Spanjer, founder of the business; 
vice president, Charles W. Moderow, western sales repre- 
sentative; secretary, Leslie S. Janes, recently sales execu- 
tive with one of the well-known Chicago artificial flower 
firms, and previously a display manager of national 
importance. 

The company is materially strengthened through this 
re-organization and the affiliation of Mr. Janes brings to 
it a designer of rare skill and an executive of unusual 
merit. It is the aim of the Bodine-Spanjer Company to 
constantly improve its service to displaymen and place at 
their disposal facilities specifically designed for more ar- 
tistic application of the principles of mercantile display art. 





SCHACK FLORAL PARADE BOOK 
READY FOR DISTRIBUTION 

Every merchant and displayman should have a copy 
of the Schack Floral Parade Book, just off the press. 
Joseph Schack, president of the Schack Artificial Flower 
Co., is generally conceded to be the first to introduce the 
use of artificial flowers in floral parades, and since that 
time he has created an extensive line of decorations spe- 
cifically adaptable to such events, until Schack’s Floral 
Creations for parades, carnivals and special celebrations. 
have become nationally famous. 

The Schack Floral Parade Book is beautifully presented 
in three color effect and includes illustrations and price 
listings of such items as paper floral sheeting, famed as 
“Schack’s Excello;” frizz roping, shields, emblems, paper 
Mache decc*stions, flags, vines, foliage and artificial 
flowers. In addition are many illustrations of prize-win- 
ning floats. Write for your copy to-day. Address, Schack 
Artificial Flower Co., 1739 Milwaukee Ave., Chicago. 





E. Lewellyn, display manager for Louis Cohen & Com- 
pany, Charleston, S. C., was awarded first prize in the 
window display contest, ‘held in conjunction with the mer- 
chants’ observance of the Charleston Spring Fashion 
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TTRACT the 


window-shopper— 
that is one of your problems. 
Good show cards (of Nat-Mat 
Cardboards) will harmonize with your 
window display to gain the attention 
of the crowd. Specify for Nat-Mat. 


The big Nat-Mat Sample Book will be sent 


qnat you gratis. Write for it on your business 
Mat letterhead. 
National Card, Mat & Board Co. 
Manufacturers 


4318-36 Carroll Ave. Chicago, IIl. 




















RUSHES SUPPLIES [ZB 


C10 ee be 

My new 1922- 
23 catalog answers 
al price question. 20 
years experience in low price 
making—Everything you need for 
shop or studio—Write today for your 


copy. 
SUPPLY DEPARTMENT 


Detroit School of Lettering 


514 GRISWOLD ST, 






Founder 





Chas. J. Strong 


DETROIT, MICH, 
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A REAL Show Card 
Writer’s Outfit 


With Watson’s “Monogram” Show Card Writer’s 
Outfit you can’t help turning out rapid, high class 
artistic show cards. And your materials will always 
be in one place and kept clean and free from dirt. 
Look at the list of contents 
below and then at the price. 


Only $5.25 Postpaid 


Everything nicely and compactly arranged in a well-made 
box with hinged cover. Shipped prepaid on receipt of price. 

Send for our new complete catalog of Show Card Writers’ 
supplies. 


WATSON’S SHOW CARD. WRITERS’ OUTFIT 


Up-To-Date. Consisting of 

7—2-0z. bottles assorted show 
card colors. 

1—No. 4 Red Sable show 
card brush 

1—No. 8 Red Sable show 
card brush. 

1—No. 10 Red Sable show 
card brush. 

1—Y4%-in. one stroke Black 
Sable brush. 

1—%-in. one stroke Black 
Sable brush. 

1—Dozen Hunt’s round writ- 
ing pens. 

2—Refills for same. 

1—Marking. 1 shading pen. 


1—Bottle black card writer’s 


ink. 

1—Book, “How to Write 
Signs and Show Cards.” 

All packed in hinged wood 
box. Mailing weight, 5 lbs. 


GEO. E. WATSON CO. 


62 W. Lake Street Chicago, IIl. 
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Does Your Window 
Attract Business? 


Your window is your most expensive salesman. 
Do you help it make sales for you? A good 
window attracts favorable attention, creates de- 
sire for the merchandise displayed, and brings 
the customers into the store. You can help your 
window do this successfully by dressing it with— 


HYDOL SILK PLUSH 


IN THE NEW AND BEAUTIFUL 
RANGE OF COLORS 


IN 24-INCH, 36-INCH AND 
50-INCH WIDTHS 





SAMPLES AND DESCRIPTIONS 
GLADLY SENT ON REQUEST 


Hydol Plush Mfg. Co. 


—ESTABLISHED 1889— 


30-32 West 27th St. New York, U. S. A. 
“Hydol Silkk Plush (+ Quality x Service—Price)=Value.” 
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THE DISPLAY WORLD 


UNUSUAL PROGRAM FEATURES FOR 
CLEVELAND CONVENTION 


DVICES from the publicity office of the Cleveland 

Association of Display Men, host to the 26th annual 
convention of the International Association of Display 
Men, Cleveland, June 18 to 21, indicate that the forth. 
coming meeting will supercede in importance any previoys 
convention of displaymen. 


Perfectly functioning committees are leaving nothing 
undone in the campaign to make the Cleveland meeting 
of inestimable value to displayman, merchant and manv- 
facturer, and at this early date complete success of the 
plan is assured. Program plans are progressing rapidly 
under the direction of Director of Demonstrations, S, R, 
Mackabee, display manager for The May Company. It is 
planned by Mr. Mackabee to devote the morning of Mon- 
day, June 18, to the registration of delegates, the first 
business and educational session to be opened on the after- 
noon of that day. 

The program, rapidly shaping itself, at this date in- 
cludes addresses by Wm. H. Teal, president of the I. A, 
D. M., Edward Goldstein, advertising manager, The Bailey 
Co., Cleveland; Victor Sincere, general manager, The 
Bailey Co., and president Retail Merchants Board; 
Ciement Kieffer, Jr., The Kleinhans Co., Buffalo. 


Live model draping will form an important division 
of the educational sessions and the following nationally 
known artists will exhibit their skill in the difficult and 
important display essential: 


William H. Teal, La Salle & Koch, Toledo; H. H. Tar- 
rasch, Stix, Baer & Fuller, St. Louis; Ellsworth H. Bates, 
C. W. Kiemm, Inc., Bloomington, Ill.; G. Gordon Meyers. 
John R. Coppin Co., Covington, Ky., and Herman Frank- 
enthal, B. Altman & Co., New York. 


Other displaymen to have places on various divisions 
of the program of demonstrations are: 


H. Garfinkel, Harzfeld’s, Kansas City, Mo.; Ludwig 
Fruhauf, The Boston Store, Wichita; E. Dudley Pierce, 
Sibley, Lindsay & Curr Co., Rochester, N. Y.; M. Wolfsoa, 
Baer Bros. & Prodie, Chicago; Earl C. Sterling, Paul 
Davis Co., Waterloo, Ia.; J. B. McCann, S. Kam Sons (Co, 
Washington, D. C.; George W. Foster, Richardson-Leaver, 
St. Louis, Mo.; E. V. Wiley, Piggly-Wiggly Stores, Inc. 
Memphis, Tenn.; J. A. Rosenberg, Mac Williams Co, 
Wilkes-Barre, Pa.; A. A. Hansen, F. G. Clayton Co., De- 
troit; Henry W. Lins, The Louis Traxler Co., Dayton, 0.; 
J. R. Patton, L. S. Ayres Co., Indianapolis; M. L. Hoff- 
stadt, The People’s Store, Charleston, W. Va., and F. G 
R. Lacey, Fairweather’s, Ltd., Toronto. : 





ST. PAUL DISPLAYMEN SHOW MERCHANTS 
HOW TO GET BUSINESS 


The merchants attending the merchants’ training course, 
at the University of Minnesota, were banqueted in the din- 
ing room of The Emporium, one of St. Paul’s greatest 
stores, on March 19. Following the dinner five demonstra- 
tions in mercantile displays were provided with lectures 
on the value of window display as a force in selling. 

B. J. Millward, sales manager for Mannheimer Bros, 
and president of the St. Paul Association of Display Mem, 
directed the educational program, assisted by Richard 
Meyers, display manager for The Emporium. Demonstra- 
tions were made by William Umbrecht, Husch Bros.; Alf 
Neverdahl, Schuneman & Evans; N. W. Norem, Bannons; 
Inc.; George Gustilius,/Macy’s; John Jensen, The Go'den 
Rule, and Richard Meyers. 
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THE DISPLAY WORLD 


LURE OF NEW YORK TOO GREAT FOR JAFFREY 
—JOINS MACY DISPLAY STAFF 

Jerome Jaffrey, well known display manager, who, for 
the past several years, has successfully directed the display 
department for Newcomb-Endicott, Detroit, has resigned 
and returned to New York where his work was a stand- 
ard of excellence’ before assuming the Detroit post. Mr. 
Jaffrey has affiliated with the decorating department of 
R. H. Macy, Inc. 








Spring Umit by Clement Kieffer, Jr., Kleinhans’, Buffalo 





NEW DISPLAY SERVICE TO BE ESTABLISHED 
BY L. P. HINES 

L. P. Hines, display manager for Jackson-Wallace Com- 
pany, Kosciusko, Miss., advises that he will establish an 
independent display service for merchants. Plans have 
been made and facilities provided for displaying merchan- 
dise of national advertisers. Mr. Hines expects to open 
his office on May Ist. 





DISPLAY POST AT SMITH-FEATHERSTON’S 
ASSUMED BY PARTAIN 
Forest E. Partain has been appointed display manager 
for the Smith Featherston Company, men’s clothing store, 
Anderson, Indiana. He was formerly in charge of window 
and store decorating for B. L. Bing’s Sons, Anderson. 





ENGLUND LEAVES SIMON & LANDAUER—NOW 
WITH SCHRADZKI CO., PEORIA, ILL. 

S. W. Englund, for several years in charge of the dis- 

play department of Simon & Landauer, Davenport, Ia., is 

now display manager for The Schradzki Co., Peroia, IIl. 





WEAVER RESIGNS FROM SCHMITT-KLOEPFER CO. 

George Weaver is the new display manager for the 
Clarke, Brock Co., Noblesviile, Ind. He was recently in 
charge of displays for the Schmitt-Kloepfer Co., Logans- 
Port, Ind. 

$200 PRIZE WON BY J. T. MACKEY 

| John T. Mackey has received from the Lane Cedar 
Chest Co., Inc., a check for $200.00, the first award in the 
window display contest conducted by this company. 
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Mr. LEE JENNINGS 


Po&ter Artist and Lettering Critic 


BEGINS A SERIES OF ARTICLES ON 


cen era 


“The Practical Application 
of Poster Art” 


IN THE APRIL ISSUE OF 








y ot Curcu lations 


Member Audit Bures 





MOST PROMINENT NEWSSTANDS 
carry SIGNS OF THE TIMES each month. 
If they are sold out they will be prompt to 
order a copy for you, for SIGNS OF THE 
TIMES is handled by the American News 
Co., and its branches throughout the coun- 
try. Some readers place a standing order 
with their newsdealer for a copy each 
month. 


Or you can subscribe through your 
newsdealer and he will have your copy 
mailed to you each month to your home 
or business address. 

Day by day SIGNS OF THE TIMES is 
growing better for the show card writer, 
the poster artist, the background artist, the 
sign man, the letterer. 


$3.00 a Year—$3.50 in Canada—30c per copy 


The SIGNS OF THE TIMES Pub. Co. 
1209-11 Sycamore St., Cincinnati, Ohio 
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THE DISPLAY WORLD 


Chicago Monthly Display Review 


Chicago resplendent with fashion displays of indescribable beauty— 
Fraser creations considered best ever seen on famous State Street 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World 


RTISTS, displaymen, advertising men, and 
merchants, who note and think about “win- 
dows” are unanimous in the opinion that 
the Spring opening windows of Marshall Field & 
Co., are the best they’ve ever had. This may or 
may not be so. Suffice it to say that the Spring 
windows were so highly attractive and interesting 
as to hold one’s entire concentration in admiration 
of and interest in what was actually before one to 
the extent that it was quite impossible to think of 
anything in the past that might merit comparison. 
The displays are attractive from as far as one can 
see them. The closer you get the better they look. 
The longer you look the more you admire them. 

The State Street windows are remarkably beau- 
tiful, attractive, effective, original and different 
from previous “styles” except in one particular— 
perfection! The general decorative scheme is the- 
atrical in application and the theme is in emphasis 
of springtime at Field’s. 

One of the central decorative features of the 
State Street windows was a series of inverted 
Lunette decorative paintings in an ornamental 
carved frame suspended from above by gold cord. 
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An inverted arch effect starting high up behind the 
piers and circling down to within two feet of the 
floor and up again upon which ten-inch ribbons of 
three striking colors were alternately repeated 
from the center to each side formed the color 
combination for each window. A heavy fringe of 
gold and gray finished the edge of the arch where 
the ribbons were drawn over and behind. 

The Lunette paintings were admirably done by 
Miles W. Sater, Chicago artist, and have been the 
cause of much favorable comment among artists 
and others in the city. Each one was in perfect 
accord ‘with the other elements of Mr. Fraser’s 
specific theme of color and decorative detail. 

Another important and striking feature of these 
windows was the decorative chairs used which were 
of exaggerated design finished in rose and touched 
with gold. Still another object of unusual interest 
was an ornamental “what-not”—a quarter circle 
affair consisting of three shelves which snuggled 
in the corner of the window. The color and design 
were the same as the chairs, and on the shelves 
were placed appropriate odd pieces of ceramics. 

Behind the piers and between each window a 





Bride Display by Robert Bishop and Louis Gangwolf for Fahien-Tehan Co., Springfield, O. 
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decorative piece of dark wood, two inches thick, 
carved outline, forms the floor to the top of back- 
sround, an integral part of the scheme. A light 
green panel is inset at the bottom of this and higher 
up, appropriately placed are oddly carved medal- 
lions decorated in gold with a touch of red and 
green. The floors were covered with eighteen-inch 
squares, with all-over stencil design in two shades of 
warm gray. 

The corner window at State and Washington 
is almost indescribably beautiful in design, artistry 
and color effectiveness. One simply has to see it 
to appreciate it. Words are quite inadequate to 
express the effect it has upon one who stands there 
for a half-hour at a time trying to think of terms 
that would do it justice. In the center is an arch 
effect composed of two large, round columns with 
oblong slabs laid upon one another forming base 
support. Similar gold slab arrangement is at the 
top of the columns. Back of this is a dark blue 
cut-out of uneven lines upon which is mounted here 
and there gold carved medallions in relief. A similar 
medallion is applied to each of the huge columns at 
a point less than half their height. 


At either side is a large blue shield against the 
back of the window which is covered flat with pale 
green silk poplin. Against the dark blue shield, and 
near the top are mounted some carved birds in 
flight. A green bay tree effect is near the center of 
the shield in a light blue and white porcelain flower 
box which is mounted on a dark blue oblong base 
supported by gold balls for legs. . The floor is of 
dark blue blocks, eighteen inches square with a 
light green stencil design of circle and scroll effect. 

Two chairs and a table of exaggerated design 
done in brilliant rose and dull gold constitute the 
furnishings. Three or four beautiful wax figures 
are appropriately posed wearing elaborate evening 
gowns, 

The center aisle through the first floor of Field’s, 
running from Randolph to Washington Streets, is 
beautifully decorated with garlands and basket bou- 
quets of pale green, lavender and white Spring 
foliage and flowers. Here and there on the ledges 
along the aisle way are huge set pieces carried out 
in the same color tone, unmistakably permeating 
the entire store room with the spirit of the Spring 
Season, 

A. H. Kagey’s Striking Displays 


Next in importance and artistic merit to Field’s 
Were the opening windows of Mandel Brothers, 
which were entirely different, original and well car- 
ried out. The scheme of the decoration was of the 
Byzantine period, with influences from Constan- 
tine, 

“he general decorative plan was of a triumphant 
archway in the center of the window, with two 
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similar arches over a stone wall and balustrade 
effect which extended to the ends of the window. 
The plastic work was exceedingly well done and 
ideally representative of gray stone masonry. The 
main arch consisted of square pedestal bases which 
extended as far up as the top of the stone wall. 
These were elaborately and appropriately relieved 
with carved ornamentation. Upon these rested the 
twisted columns entwined with garland relief work 
up to the capitol which supported the arch proper. 

The balustrade decoration surmounting the gar- 
den wall was carried out in miniature column arch 
effect similar to the main arches. The floor is laid 
in alternating light and dark marble blocks. 

Immediately back of the plastic decorations is a 
huge scenic painting of a garden, which gives the 
desired perspective, atmosphere and color scheme 
to the entire setting. The scenic work is well exe- 
cuted and done entirely in pastel shades. The theme 
of the painting is in keeping with the theme of the 
decoration, and appears to be the natural surround- 
ing, outlook or continuation of the foreground. 

A beautifully fashioned vase with four eagle 
heads at the top and with four sets of four claw feet 
mounted on a “round-square” base, finished in tones 
of old gold and dark green with a tinge of red, is 
filled with vari-colored begonias. This is practically 
the entire ‘contribution of flowers 


Progressive Spirit in Evidence at Fair 


The Fair’s opening was described in the last 
issue of this publication, as they were a week ahead 
of the other stores. However, their windows were 
quite in keeping with the spirit of the occasion the 
week following, when the other stores were having 
their Spring show. In fact, all during the month 
thes windows have been effectively trimmed with 
attractive and seasonable merchandise. 

There is some new policy from some source 
within this institution that is being unmistakably 
reflected through the window. Some virile, opti- 
mistic, progressive new spirit is working from 
within the four walls of this old bee-hive. The 
State Street windows are showing some well ar- 
ranged displays of shoes, piece goods, slipover 
sweaters, millinery, spring coats, and charming 
frocks. The effective, rich looking backgrounds 
help to make the merchandise look more charming! 

The Spring opening windows of Carson, Pirie, 
Scott & Co., were most attractive from a standpoint 
of their apparently studied simplicity, both in back- 
ground treatment and in the actual display of the 
merchandise shown. The backgrounds were the 
same as described in the last issue of The DISPLAY 
WORLD being of the light shade of monks’ cloth 
with the vestibule effect in part of them and the 
two-door effect in others. New curtains were in- 
troduced in the treatment of the two-door back- 
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Make Your Own Sho-Cards 


The “STENCILOR” is a complete equipped show- 
card writer, allowing any person with or without 
experience, to make their own price-tickets, show 
cards, streamers, etc., in a professional manner. 


Chain stores, individual store-keepers, sign writers 
and others now using the “STENCILOR” declare 


it indispensable. 





F. O. B. St. Paul, Minn., 5 per cent discount for cash 
with order or for C. O. D. shipment. 


Descriptive, illustrated circular showing exact repro- 
ductions of signs made with the “STENCILOR” 
yours for the asking, or we will make a sample card 


for you. 


DISPLAY MATERIAL COMPANY 


191 Pearl Street 


New York, N. Y. 





































DESCRIPTIVE 
FOLDER AND 
SPECIAL SKETCH- 
ES SUBMITTED 
WITHOUT OBLIGA- 
TION. PLEASE 
SEND GLASS 
MEASUREMENTS 
IF CONVENIENT. 


WINDOWGRAFT 


VALANCE & DRAPERY CO. 
326 Superior Av., N. W. 
Cleveland, Ohio 





WE ARE DESIR- 
OUS OF PLAC- 
ING OUR LINE 
WITH SEVERAL 
LIVE WIRE 
SALESMEN OR 
WINDOW SER- 
VICE ORGANI- 
ZATIONS. 











































PRINT YOUR OWN WINDOW DISPLAYS 


Department Stores, Chain Store Syndicates and firms 
with numerous retail outlets can print their own individual 


Posters, Show Cards and Displays in an 
NAZ-DAR Standard Stencil Printing 


quantity. 
quipment rapidly 


prints all varieties of Colorful Artistic Displays, superior to 
and less costly than stock designs or slap-dash hand work. 

NAZ-DAR Equipment and Methods are so simple, exper- 
imenting is unnecessary, as anyone with the slightest artis- 
tic ability, following instructions, can achieve positive results. 

Our line also includes Oil and Water Color Printing 
Paints and a complete stock of Stencil Accessories. Dis- 
play Divisions of large establishments will find NAZ-DAR 
SERVICE INVALUABLE. Let us tell you more about it. 


NAZ-DAR COMPANY 


Exclusive Colors and Processing Equipment, 


1128 ARGYLE ST., CHICAGO. 
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SLIKER SHOW CARD SERVICE 
COMMERCIAL SIGNS AND POSTERS 
5518 WOODLAND AVENUE, CLEVELAND, 0. 
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grounds, while a new painting and perhaps a coy. 
ple of different vases were used in the vestibule 
openings of the others. Some new and different 
upholstered, carved chairs and some bronze can- 
dlelabra were the added set pieces used during the 
opening. 

The noteworthy feature of these windows was 
the fact that with the exception of the background 
framework and the display fixtures everything that 
went to make up these attractive and interesting 
windows was of salable merchandise selected from 
the various departments of the store. The selec. 
tion and arrangement of the displays were admira- 
bly well done. The effect desired for each window 
was obviously'and completely attained. The fact 
that these displays were attractive and effective 
from the shoppers viewpoint was attested by the 
eagerly interested and chattering women constantly 
grouped in front of them. 


Tannelill’s Effective Millinery Showing 


One window devoted to a display of millinery 
consisting of a figure appropriately gowned seated 
before a triple mirrow trying on a beautiful hat. 
Immediately to either side of her were some large 
band boxes arranged in careful disorder. One box 
was opened displaying a beautiful French creation, 
while at either end of the window were displayed 
one or two other hats on stands. Two tall three- 
light candelabra near the background in each end 
ot the winaow completed the decoration. 





STATEMENT OF OWNERSHIP, MANAGEMENT, 
CIRCULATION, ETC., 


required by Act of Congress of August 24, 1912. of The Display World, 
published monthly at Cincinnati, Ohio, for April 1, 1923. 
State of Ohio, County of Hamilton, ss. 

Before me, a notary public in and for the State and County 
aforesaid, personally appeared Nathan Silverblatt, who, having duly 
been sworn according to law, deposes and says that he is the Secre- 
tary of The Display World and that the following is, to the best of 
his knowledge and belief, a true statement of the ownership, man- 
agement, etc., of the aforesaid publication for the date shown in the 
above caption, required by the Act of August 24, 1912, embodied in 
section 443, Postal Laws and Regulations, printed on the reverse side 
of this form, to-wit: 

1. That the names and addresses of the publisher, editor, man- 
aging editor, and business managers are: Publisher, The Display 
Publishing Company, 1209 Sycamore St., Cincinnati, Ohio; editor, James 
W. Foley, 1209 Sycamore St., Cincinnati, Ohio; managing editor, James 
W. Foley, 1209 Sycamore St., Cincinnati, Ohio; business manager, 
H. C. Menefee, 1209 Sycamore St., Cincinnati, Ohio. 

2. ‘That the owners are: H. C. Menefee, 1209 Sycamore St., Cincin- 
nati. Ohio; Nathan Silverblatt, 1209 Sycamore St., Cincinnati, Ohio; 
C, E. Menefee, 528 Walnut St., Cincinnati, Ohio; Maude Menefee, 2018 
Clarion Ave., Cincinnati, Ohio; Louis Silverblatt, 540 Stewart Place, 
Cincinnati, Ohio; Stella Silverblatt, 3561 Lee Place, Cincinnati, Ohio. 

3. That the known hondholders, mortgagees, and other security 
holders owning or holding 1 per cent. or more of total amount of 
bonds, mortgages or other securities are: (If there are none, so state). 
There are no bondholders, mortgagees or security holders. 

4. That the two paragraphs next above, giving the names of the 
owners, stockholders, and security holders, if any, contain not only 
the list of stockholders and security holders as they appear upon the 
books of the company, but also, in cases where the stockholder of 
security .holder appears upon the books of the company as trustee of 
in any other fiduciary relation, the name of the person or corporation 
for whom such trustee is acting, is given; also that the said tw0 
paragraphs contain statements embracing affiant’s full knowledge and 
belief as to the circumstances and conditions under which stock- 
holders and security holders who do not appear upon the books 0 
the company as trustees, hold stock and securities in a capacity 
other than that of a bona fide owner; and this affiant has no reason 
to believe that any other person, association, or corporation has any 
interest direct or indirect in the said stock, bonds, or other securities 


than as so stated by him, 
NATHAN SILVERBLATT 


(SEAL) 
Sworn to and subscribed before me this 23rd day of 


March, 1923. EDWARD A. SCHOTT, 
(My commission expires December 15, 1923.) 
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Merchants and displaymen are finding the Service terested are invited to check the items on the list below rec 
and Information Bureau of The DISPLAY WORLD in which they are interested and mail the blank to us, It | 
a reliable source of information and advice in regard to The information desired will be promptly supplied and up 
improving their window and store displays. Those in- will have our most careful attention. = 
Cerrar rrr rrr “= ing 
out 
. . bac 
Service and Information Blank 
by 
an¢ 
The DISPLAY WORLD will be glad to supply the latest authentic information about any- wi 
thing in the display line in which you are interested. If you do not find your needs listed on this re 
blank, write a separate letter. If we do not have the information you want on file, we’ll find out 
for you. Avail yourself of our incomparable service facilities without cost or obligation. ™ 
(C) Advertising Lantern (] Card & Mat Board (] Fountains—Display (C) Sign Holders (Glass) wil 
Slides 1) Card Writers’ Materials (] Hammers—Window L] Sign Holders (Metal) - 
C) Air Brushes [) Cash Carriers C) Interior Lighting CL) Sign Holders (Wood) _ 
C) Artificial Flowers C] Cash Registers CL] Lamp Coloring 1) Signs—Electric ing 
(J Art Screens— _] Chairs and Seats CL) Lamps (Colored) LC) Signs—Brass and pra 
Permanent C1] Color Lighting C] Lamps (Fancy) Bronze 
C1) Art Screens— () Counters and Shelving (] Lamp Shades CL) Signs—Department 
Temporary [] Decorations for Halls, ( Lighting Fixtures () Signs—Special col 
0 Artificial Snow Dances, etc. () Pageants and Exhibits (1) Signs—Window pla 
[] Art Studies 1) Decorations for Street () Panels LJ Signs—Wood Letter str 
(0 Background Board (0 Decorations for Res- (J Paper Decorations C) Special Furniture “a 
(1) Backgrounds- taurants—Store and [) Papier Mache CL) Stock Posters 
Permanent Industrial Specialties CT Stencil Outfits = 
[) Backgrounds— 1) Decorations for Rest () Pedestals C) Store Designing Do 
Temporary Rooms C) Pens (0 Store Directories me 
[] Background Coverings [] Decorative Papers L] Plaques (Window) _ LJ Store Fronts a 
C) Background Fabrics CL] Display Furniture 0) Plastic and Composi- [] Time Switches 
(1 Background Fabric (] Display Forms tion Pieces () Urns and Vases at 
Trimmings [1] Display Material () Plateaux LC) Valances 
C) Banners () Display Racks C) Plushes C) Velours 
(] Baskets—Wicker 1) Displays—Moving 0 Price Cards [] Wall Board 
1) Batik and Fancy 1) Dividers—Show L] Price Tickets L}) Wax Forms and Figures 
Window Fabrics Window C] Price Ticket Holders (] Wax Figure Cleaning 
(1) Books on Cardwriting [J Drawing Boards 1) Reflectors and Repairing 
C1) Books on Display _] Exterior Lighting CL) Screens (Background) [1] Wax Repair Outfits 
CL] Books on Draping (1) Fixtures (Glass) C1] Shoes—Window (1) Wickerware Specialties 
[J Books on Window CJ) Fixtures (Metal) (1 Show Cards—Stock (] Window Cloth 
Trimming 1) Fixtures (Wood) C] Show Card Board (1) Window Drapes 
1 Booths and Floats C) Flags C1] Show Card Schools C) Window Lighting 
(] Bronze Powders 0 Floorings (Window— 0 Show Card Easels © L) Window Shades 
(1) Brushes Permanent) CL] Show Card Service CJ Window Trimming 
[] Cabinets—Revolving 1 Floorings (Window— (J Show Cases Schools 
(1) Cabinets—Stationary Temporary) C) Show Case Lighting C) Wood Carvings 
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Mail to Service and Information Bureau 


THE DISPLAY WORLD—CINCINNATI, OHIO 
“The Business Journal of the Display Profession and Industry.” 












THE DISPLAY WORLD 











ce) 





é New Things for Display Window and Store Interior 








DOTY-SCRIMGEOUR DECORATIONS 
MAKE EFFECTIVE DISPLAYS 


The display reproduced here shows the booth of the 
Doty & Scrimgeour Sales Co., one of the exhibitors at a 
recent convention in the Hotel Pennsylvania, New York. 
It represents one of the many designs that can be worked 
up with the popular background papers manufactured by 
this progressive concern. 
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In the display has been incorporated tinsel flitter form- 
ing the diamond border, gates and central platform, worked 
out in a pleasing purple and silver combination. The 
background is covered with a rich purple velour paper 
(which may be ‘had in a variety of colors in 41 inch rolls 
by 11 yards long), trimmed with an elaborate silk flower 
and foliage garland. This garland is furnished in six-foot 
units, with drops. The urns are of a new Egyptian design, 
made of papier mache and finished with purple and silver 
flitter. The urns are filled with electric iris and silk but- 


IIIT 


it 


terflies. 

A new and novel feature is presented in the electric re- 
volving display stand on which the urns are placed. The 
stand is operated by electricity, has attachments for light- 
ing effects while moving, is air-cooled and is thoroughly 
practical and fool-proof. 

The peacock is cut from a special Doty & Scrimgeour 
composition board, as also are the panels, columns, and 
platforms. This board is light in weight, rugged in con- 
struction and possesses characteristics of unusual value in 
window work. All of the essentials and decorations used 
in the accomplishment of this display are produced by the 
Doty & Scrimgeour Sales Company. Displaymen and 
merchants will do well to consult this organization when 
in the market for display needs: Write to above company 
at 30 Reade St., New York City. 
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An Excellent Example of Decorative Possibilities Available with Doty-Scrimgeour Products 


NATIONAL X-RAY SERVICE WILL 
INCREASE SALES 


Merchants contemplating store remodeling should not 
fail in granting plenty of diligent attention to the all- 
important problem of window lighting. Good illumination 
is equally as important as any essential in store operation, 
since well-lighted windows are necessary to gain attention 
and show merchandise to the best advantage. 

Lighting facilities in the great stores of the country are 
being installed by the National X-Ray Reflector Company, 
and those planning store or window alterations will find 
it to their decided advantage to place the lighting problems 
in the efficient charge of this leading organization. Write 
to National X-Ray Reflector Co., 236 W. Jackson Boule- 
vard, Chicago. 





“STENCILOR” MAKES SHOW CARDS BETTER 
AND LESS EXPENSIVE 


A patented stencil device called “Stencilor” has been 
introduced by the Display Material Company, New York. 
This improved “Stencilor”- provides every facility that 
human skill and ingenuity can offer, to produce store 
and window cards and signs at a minimum cost, in a quick 


.and efficient manner. 


Merchants and displaymen should investigate this pro- 
gressive development in card making. The: “Stencilor” 
will prove a mighty valuable adjunct in every store. The 
outfit includes: 14 sets of alphabets, 8 sets of figures, 
ornaments, word signs and abbreviations, sale stencils, 
lines and borders, colors, moistening jars, selection of 
brushes and cardboard. Complete information concerning 
“Stencilor” may be obtained through post card request to 
Display Material Company, 191 Pearl Street New York 
City. 


Oty eScrimgeour Sales Co. tne. 


30 Reade St NewYork City. 













THE DISPLAY WORLD 




















































r 


” fool-proof- is 


is this instruction course by 


WM. HUGH GORDON 


One/hundred Loose Leaf Lessons in’ 


ETTERING 


[With Pens Brush 


'}Gordon System—Adapting the familiar Music Staff as an} 
aid to correct alignment and-construction of letters| 
pintroducing a series of alphabets for Show! 
)Card Writing ana Commercia 


PRICE $2.00 PER COPY 





To Letterers and Students 


This primary instruction course in lettering has 
made good. It is the first application of the 
Gordon System, based on well-defined compari- 


sons. The familiar music staff is used here as an 
aid to correct alignment and construction of 
letters. 


The most simple letter forms are shown and 
gradual progress is made up to the most mod- 
ern styles in popular use. These are all divided 
into four classifications from which all correct 
individual conceptions may be devised. In each 
case mention is made regarding the brushes, pens 
and materials best adapted to the production 
thereof with the least degree of effort. 


This course has met the great need for up- 
to-date instruction on this subject and will not 
disappoint. 


To Beginners 


This system will enable you to study letter- 
ing intelligently and answers all questions in a 
manner calculated to inspire the student with 
confidence in the ability of his instructor. It 
eliminates indiscriminate practice. Reduces theory 
to a point of producing almost immediate results. 
Heretofore lettering has been taught by present- 
ing a few alphabets, mostly ill chosen in point 
of adaption to handcraft. These, with a few 
random remarks about drawing the characters 
as represented, completed the course in confusion, 
leaving the student to his own devices with the 
Failure. 





Each lesson printed on cardboard, Size 7x11 
Blue Portfolio Container 


THE DISPLAY WORLD 
Cincinnati, Ohio 


Gentlemen: 

Enclosed find money order for 

[_] $2.00 for one copy Gordon’s ONE HUNDRED LOOSE 
LEAF LESSONS IN LETTERING. 

[_] $3.00 for one copy Gordon’s ONE HUNDRED LOOSE 
LEAF LESSONS IN LETTERING and a year’s sub- 
scription to The DISPLAY WORLD. 

Ship postpaid at once to the following address: 


Name 


COCO oreo eee OSE SOOOER LEE SEEEE OEE SES EEE Heres esiecereesesereE 
CRP e eee e meee reese eee meee eeeeeeeeseseeeesssessterseeseeees 
Peewee eeeereensere 


Sta 
Note. —If remitting by check add “0c for exchange. 
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COLORED WINDOW LIGHTING MADE 
EASY AND INEXPENSIVE 

J. B. Timberlake & Sons, Jackson, Mich., are intro. 
ducing a new reflector screen for color lighting in show 
windows that is bringing much favorable comment from 
displaymen. 

The Timberlake Reflector Screen No. 754 is supplied 
with colored gelatine sheets, which slip under the wire mesh 
of the frame. Four colors are supplied: red, blue, amber, 
and green. The Timberlake screen is made instantly ad- 
justible to any glass or metal reflectors of not over nine 
and one-half inch diameter, as the coiled brass spring clings 
tightly to the flared edge or reflectors. 





The New Timberlake Reflector Screen 


The Reflector Screens are indeed inexpensive consider- 
ing the character of there employment and utility, selling 
for $6.00 a dozen. Gelatine sheets are sold at $1.00 per 
dozen. We believe the Timberlake announcement will be 
of considerable interest to all displaymen, and it is sug- 
gested that you write for complete details. Address J. B. 
Timberlake & Sons, Jackson, Mich. 





CORNELL WOOD PRODUCTS COMPANY FEATURES 
EDUCATIONAL ARTICLES IN ADS 

Displaymen should not fail to read the instructive arti- 
cles now running in regular monthly installments in the 
Cornell Wood Product Company advertisements. 

The announcements and advertisements of this great 
organization form a departure in the method of presenting 
publicity to the mercantile display field, and are most 
valuable from a point of educational worth, and form an 
unexcelled means of obtaining prestige for the organiza- 
tion behind them. Read articles on page 37 of this issue. 





NEW STENCILS INTRODUCED BY 
P. M. BROCKMAN, SEATTLE 

P. M. Brockman, Epler Building, Seattle, Wash., an- 
nounces in this issue, a series of new stencils for showcard;, 
backgrounds, furniture and interior decorating. Mr. 
Brockman is an artist of exceptional merit, trained in the 
art schools of France, Germany and Italy, and his work 
adorns a number of the important public buildings in the 
United States. Write for detai’s concerning Mr. Brock- 
man’s new stencils. 





H. N. PRICE TAKES CHARGE OF DISPLAYS 
FOR LOS ANGELES COMPANY 
H. N. Price, who for the past few years has directed 
displays for Kline’s, Kansas City, Mo., has resigned to 
assume a similar post with the Sweet Sixteen Company, 
Los Angeles. Mr. Price took charge March 15. 





Announcement is made that the Eaton Company, Tor- 
onto, Canada, will soon begin construction of a new eiglit- 
story building, which, when completed will present the 
most beautiful store building in Canada. 
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The Displayman’s Viewpoint 




















This department has been estab- 
lished in the interest of display devel- 
opment and advancement. It is con- 
ducted and written by DISPLAY 
WORLD subscribers. If you have 
any suggestion to present in the in- 
terest of the displayman or his pro- 
fession, The DISPLAY WORLD of- 
fers this opportunity for their expres- 
sion and discussion. All communica- 
tions must bear the sender’s name and 
address, though anonymous signatures 
or initials will be used in the depart- 
ment unless contributor requests pub- 
lication of his name. Address all com- 
munications to the Editor, The DIS- 
PLAY WORLD. This department 
must be of educational value, hence, 
suggestions must be constructive. 





DISPLAY MANAGERS RETARD 

DEVELOPMENT SAYS J. P. W. 
Editor, The Display World: 

The following observation I make 
after 22 years in the profession of 
mercantile display, always having 
been a close student of the art and 
constant observer of the activities in 
my profession. I trust I will not be 
misunderstood, since it is not my in- 
tention to brag or boast, and I am 
perfectly satisfied with my present 
position as head of the display de- 
partment in one of the biggest de- 
partment stores in the State of Wis- 
consin. 

My experience has proved to me 
that there is false pride and envy 
amongst display managers. Ordinar- 


ily we are all willing critics and we‘ 


invariably find the other fellow always 
wrong, and there are too many dis- 
playmen too willing to knock the 
other fellow and his work. This con- 
tinuous knocking, this perpetual sel- 
fishness, I beiieve, forms the cause of 
much of the laxity in the development 
of the display profession. 

Too many displaymen are unwilling 
to contribute any information that 
would tend to assist in the develop- 
ment of the young men serving their 
apprenticeship in the display profes- 
sion. Instead of lending the helping 
hand many of the recognized “great” 
go out of their way to withhold some 
bit of information that would assist 
the other fellow. What, may it be 
asked, are these men contributing to 
the advancement of the profession 


that affords them an interesting and 


contented existence? How is that dis- 
play manager assisting in the advance- 
ment of the art, who fails to extend 
the ordinary courtesies of a gentle- 
man? Some men see fit to “deliver 
by boy” the lie, and reward the young 
hopeful who has traveled far to have 
a few moments interview with him 
with the announcement that he is too 
busy to see anyone, or through the 
proxy method of advising that “the 
display director is not in,” though he 
be seemingly unoccupied in his de- 
partment. 

It is these things that play a part in 
the retarding of display development, 
since every displayman developed 
means another enthusiastic supporter, 
one who will not only interest one 
merchant in display, but several, per- 
haps fifty. 

But, unless this young man going 
out into the world is proficient, his 
entrance into the field, it is only rea- 
sonable to assume, will in no manner 
add prestige to the display profession. 
Let us lend the helping hand, encour- 
age and educate these men just as 
we would have others do unto us. 
What do the other fellows say?— 
JP. WwW. 





LET US HAVE LIGHT 


Editor, The DISPLAY WORLD: 

Has that old controversy concerning 
when, and when not to employ price 
tickets ever been settled? I have fol- 
lowed the profession of display and 
card writing for many years, but must 
confess that a few “hows” and “whys” 
are still needed. Won’t some of the 
recognized leaders let us have their 
opinions on this question of price 
tickets. 

It seems to me that their employ- 
ment depends on the quality of buyers 
the store is trying to reach. Am I 
wrong? If so, let us see the light. 
Yours for better displays—L. S. A. 


ARE SET LOCATIONS BEST FOR 
DISPLAYS OF SPECIFIC LINES? 


Editor, The Display World: 

May I have space in your valued 
publication? I am very anxious to 
have the views of Display World 
readers on a matter of policy that has 
given me much concern. 

The executives of this organization 
insist on set display spaces for specific 
lines of merchandise while I have 


been trying to win them over to my 
plan of varying the location. Our big 
corner windows are always used for 
showings of gowns, cloaks and suits, 
as they should be, I am sure, but | 
can see no good reason for window 
No. 2 constantly showing millinery, 
and window No. 5 devoting its space 
continuously to dress fabrics. I sup. 
port my judgment with the opinion 
that were displays of merchandise 
varied in location there would resuit 
a greater number of display observers 
for the entire series of windows. It 
cannot be questioned that in many 
cases set locations have resulted in 
many shoppers passing up other dis- 
plays.—E. J. F. 





CHALLENGES ROONEY’S 
STATEMENT 


Editor, The Display World: 

I have just read a newspaper re- 
port of Mr. Rooney’s address to the 
members of the newly formed Con- 
necticut Association of Display Men. 
I am surprised at his announcements 
and challenge them in the main. 

Mr. Rooney is reported as saying: “In 
the West the background is the center 
of attraction and is so elaborate that it 
detracts from the merchandise proper.” 


If this artist, who directs displays 
for Abraham & Strauss, Brooklys, 
has been quoted correctly, he is in the 
wrong. The West, as Mr. Rooney 
calls it, has been generally conceded 
as a little ahead of the effete East 
in the matter of window displays, and 
while backgrounds may be more pre 
tentious and elaborate, they are also, 
perhaps, more effective in the gen 
eral purpose of display—that of e? 
hancing the general merchandise 
showing. 

We, of the West, believe that the 
governing principles of display are the 
same whether they be applied in New 
York or Chicago, and the first essen 
tial in mercantile display is that met 
chandise shall form the, central port 
of attraction. Any ornamentation of 
embellishment serves only to make 
this merchandise more appealing. 

My suggestion that Mr. Rooney fol- 
low the example of hundreds of his 
eastern brethren in trips of window 
inspection through the Middle West 
and West would, perhaps, change h's 
views concerning display methods 
west of the Alleghanies.—A. V. B. 
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used for necessary for the successful Display Manager. The new Taylor Color Harmony Chart, based on 
nd suit, Mi the natural laws that govern Color, selects the proper colors automatically, quickly and correctly. 


Ability to make original, distinctive, displays of harmonious colors is becoming increasingly 


re, but | Nat” 
windoy git enables you to choose from an almost unlimited number of Fresh, New, Color schemes some 


nillinery, {20,000 combinations, containing from two to seven different colors, always in harmony. 
its space 
! su: HI No need NOW to use the same, old common harmonies that occur.to 
Opinion 


-chandie Iganyone. Choose New and effective harmonies from the Taylor Chart. 
Id resut #7 Hundreds of Display Managers throughout the country unite in saying 











>bservers i? 
ows, | (qgitis the greatest help ever 
in many {developed for the proper 
sulted j : ° 
. seal and effective display of * 
er dis- ESTABLISHED 1050 
; , 1 | SenttnGoneny rence , 
merchandise in windows LS RG. Macy & Cn. 
and departments. sihiahiil ‘iinaita 
xo 
April 6th, 1922, 
Taylor System of Nprns Harmony, 
425 - Sth A 
was New York’ City. 
aper re- In answer to your recent inquiry "How I have used the Taylor . 
: 4 Color Chart and with what success? " would advise as follows 
S to the I have found the Taylor Chart of great value in selecting 





1 C on- effective color backgrounds, and flooér coverings, which wuld harmon- 
ec or ize with the varied line of merchandise we display. It is often hard 
to picture, just wmt the effects of certain backgrounds would be, 
ay Men. except the few you know at once, would be good. But, whenwe want sane- 
thing unusual, and interesting, as good displays shoulda be) the color 
ideas do not come to one at once 











1cements 
Since purchasing yess Chart, many attractive, ami effective 


ain. combinations have been obtaine 
in . “Th Take it in Interior work: I may want to show a set of Wicker 
ing: Furniture either blue or green. Cretonnes of several colors will blend 


well in such display, but when we need a third color -- that's the tick- 


le center lish point! 











te that it Por instance; we have planted the blue wicker and draped the 
cretonnes of blue, orange, green and yellow. Which one of those colors 
per ” should be picked to use in Plain material to keep the scheme -harmonious? 
proper. 


Consulting the Chart; we see instantly, with the aid of ask 

. one, that Rose or Violet Red completes a@ harmonious trio: After that, 

displays comes the selection of proper colored floor coverings and the set is done. 

‘rooklyn I have used the Chart to good advantage in displaying silks, 
on arranging counters, and working out fresh pastel effects with lace 











is in the embroidery and beads. 

Rooney CHOICE of 5 ae uals at tate Cher Meee eile 
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ste East RB Wfeuis 

r PIRST ASSISTAN? TO DISPLAY iIANAGER. 
lays, and 
ore pre Complete with Masks 
are also, ‘ 
he gem and Instructions 
of ei- 
dise . P " 

chand Use of this Chart requires no previous knowledge of the laws of Color. 
that the It works simply, and leaves nothing to guesswork or chance. Color 
| ee Experts in many trades and industries have adopted it, 

im i 
t essen: 


at met- Hi The Taylor Color Chart is lithographed on durable stock, re-enforced with linen back, and meas- 
Aap ures 22x29 inches. Three masks with cut-out windows and a sheet of pictorial directions com- 
> make famPlete the equipment. It is sent parcel post insured for $15. The cost is nothing, however, for it 
ok wo. (gees for itself quickly. Its use means extra business and profits for you. 
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HE organization of Bodine-Spanjer maintains at the 

constant command of displayman and merchant a 

creative and designing division of incomparable merit. 
The genius of these outstanding contributors to mercantile display 
art is eloquently attested in the country’s greatest stores and best 
window presentation. wee 


UILDED on the principles of peerless products, best 
service and right prices, the house of Bodine-Spanjer 
to-day stands unchallenged as the leading decorating 

organization in the land. The greatest artists of the profession use 
Bodine-Spanjer products regularly, and the enthusiasm of these men 
concerning the merits of our products forms our valued business asset. 


Our line of Fall decorations such as has never been 
approached in artistic design beauty and practica- 
bility will soon be exhibited throughout the country. 
Merchants and displaymen are cordially invited to 
inspect this unusual exhibit of decorative creations. 


WRITE FOR FURTHER DETAILS AT ONCE 


Pam 


he ine.-§ jer Co. 


— 


Designers and Makers of Original Decorations 


316-318 S. Wabash Ave. 


Studios—1160 Chatham Court, Chicago 











